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Sponsors Plan 


Summer Layoffs 
for TV Shows 


NEw YorK—Despite broadcast- 
ers’ fond hopes to the cortrary, 
television seems certain to inherit 
radio’s annual summer program 
changeover headache. 

An informal check of advertisers 
and agencies indicates that many 
of the sponsors backing TV’s high- 
est priced attractions plan to fol- 
low radio’s hiatus procedure, re- 
turning to the airwaves in the 
fall. 

Many believe that the video au- 
dience curve, like that of radio, 
will drop sharply during the warm 
weather when beaches and moun- 
tains will have a stronger attrac- 
tion than the living room. Week- 
end shows especially are expected 
to feel the effects of this town-to- 
country migration. Another point 
to be considered, of course, is the 
fact that extremely few vacation- 
ers can carry their TV sets with 
them as they do their radios. 


s Policies, as such, at the four 
major TV networks on television 
summer programming and replace- 
ment procedures, have not been 
formalized. Meanwhile, telecasters 
are encouraging their clients to 
stay on during the summer to 
profit from the new audience to 
be added as set circulation in- 
reases. 

But advertisers, concerned about 
pending their dollars on an ab- 
sentee audience, are putting in 
their bids for layoffs. Milton Berle 
ind the “Texaco Star Theater” 
NBC) will take an eight-week 
hiatus. Kudner Agency’s. other 
hour-long production, Admiral’s 
‘Broadway Revue” on DuMont 
and NBC, also plans a summer va- 
ation. 

American Tobacco, which car- 
ries one of television’s most ex- 
pensive film programs, “Your 
Show Time,” will ask NBC for 
permission to bow out for eight 
weeks. Bates Fabrics, Inc., wants 
lo give “Girl About Town” Kyle 
MacDonnell a brief rest, and re- 
‘tun to the NBC Wednesday 
8). m., EST, spot in the autumn. 


® <ellogg’s contract with ABC for 
t “Singing Lady” included a 
4 vision for a month’s vacation 
‘o. Ireene Wicker. 

.uto-Lite’s telecast version of 
tts radio thriller, “Suspense,” 
vVhich starts March 1 on CBS, 
pri bably will take a summer lay- 
1! at the end of an eight-week 
se) ies. 

it the June telecast, “Ford 
Theater,” the motor company’s 
hoir-long video drama, will leave 
‘nh air to return in September as 

wice-a-month feature on CBS- 
TY 

Tolding to the school of thought 
‘hat television may be sold as a 
car round medium, DuMont Lab- 
‘:atories is expected to keep its 
®o network shows, “School 
Fi use” and “Window on _ the 


“orld,” running on that basis. 
‘eleviewers next summer prob- 
(Continued on Page 63) 
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DON'T THROW THIS CLOTH AWAY! 
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SAMPLE—Nu-Fab Corp.’s Miracloth re- 
ceived a big send-off as it was intro- 
duced in Chicago yesterday (Feb. 27). 
A two-page insert in the Metropolitan 
sections of the Chicago Tribune was 
printed on the cloth itself, with instruc- 
tions on how to wash off the ink. Camp- 
bell-Mithun, Chicago, is the agency. 


Nu-Fab Samples 
Chicago With Ad 
Printed on Cloth 


Cuicaco—One of the most un- 
usual sampling operations in 
months took place here yesterday 
(Feb. 27) as Nu-Fab Corp. dis- 
tributed a two-page insert printed 
on the company’s new rayon felted 
Miracloth, with the five Metro- 
politan sections of the Sunday 
Chicago Tribune. 

Miracloth is a non-woven cloth 
composed of rayon fibers coated 
with cellulose and bonded together 
with a cellulose binder, leaving 
millions of microscopic holes be- 
tween them. Since dirt never ac- 
tually touches the fibers them- 
selves, when the cloth is used for 
cleaning dishes, windows, cars, 
etc., a simple rinsing is sufficient 
to wash off all dirt. 


w Original tests for the product 
were conducted in Peoria last Oc- 
tober and November, when three 
full pages of editorial type ads 
(printed on newsprint) brought a 
gratifying sales response. At that 
time, the product was called Nu- 
Fab, but the name was changed 
to Miracloth for the company’s 
first major market debut. 

To persuade Chicago housewives 

(Continued on Page 59) 
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Ad Revenue of 
Magazines Up 
6% for 1948 


Farm Publications 
Do Better; Billing 
Moves Up About 19% 


By S. R. BERNSTEIN 


Cuicaco—Although physical vol- 
ume of magazine advertising 
dropped almost 6% below 1947, 
dollar volume of magazine adver- 
tising hit a new high level. last 
year, about 6.1% higher than in 
1947. 

In the case of farm publications, 
which had a 3.4% increase in 
physical advertising volume dur- 
ing the year, the increase in dollar 
volume was approximately 18.7%. 

These conclusions are based upon 
an analysis of dollar volume for 
1948 and 1947 supplied to ADVER- 
TISING AGE by the publishers of 
103 general magazines and 50 pub- 
lications in the farm field. In- 
dividual figures for each of the 
reporting magazines are shown in 
the tables on Page 20. In addition, 
six general Canadian magazines 
reported a revenue increase of 
about 1% during the year. 


w In all cases, figures are shown 
only for those publications which 
cooperated with ADVERTISING AGE 
in supplying net advertising in- 
come (before making deductions 
for agency commission or cash dis- 
count). In a number of cases, pub- 
lishers supplied AA the same fig- 
ures with which Publishers’ In- 
formation Bureau credits them, 
but in the majority of instances 
the figures shown here for indi- 
vidual publications are those pub- 
lications’ “bookkeeping” figures. 
Thus, frequency discounts and all 
other deductions from net adver- 
tising income are accounted for. 
The 103 national magazines 


shown (including the magazines | 


(Continued on Page 20) 
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$253,000,000 Postal 
Rate Increase Asked 


MEN WANTED! 
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Ranset Fastening System 
APPEAL—Stemco Corp., through Fuller & 
Smith & Ross, last week ran this page in 
The Saturday Evening Post for salesmen 
for its Ramset Fastening System. (Story 
on Page 8.) 


Hoover Group 


Would End FTC 
Control of Ads 


WASHINGTON—The Hoover Com- 
mission stirred up one of the gov- 
ernment’s most persistent internal 
fights last week by suggesting that 
the Agriculture Department and 
Public Health Agency retain ex- 
clusive control over advertising 
and labeling of foods and drugs. 

The commission’s recommenda- 
tion would collect regulatory pow- 
ers exercised by Federal Trade 
Commission and a half-dozen other 
agencies into two bundles, with all 
food items assigned to the Agri- 
culture Department and drug mat- 
ters in the Health Agency. 

(Continued on Page 59) 


Last Minute News Flashes 
GM's Price Cuts Take Competitors Off Guard 


Detrroitr—General Motors Corp.’s $10-$40 price cuts on its autos 
and trucks Friday, made possible by a wage reduction to its 341,000 | 
employes permissible under its cost-of-living contract with United 


Auto Workers, took other 


would not indicate whether 


meet GM’s. 


auto makers 
which had just hiked its prices 624%, Ford Motor and other companies 
they will 


by surprise. Chrysler, 


readjust their prices to 


Emerson to Drop ‘Talk of Town’ on TV 


New YorK—Emerson Radio & Phonograph Corp. will drop Ed Sulli- 
van’s “Toast of the Town,” one of television’s highest rating shows, at 
the end of its current series on March 13. Blaine-Thompson handles 
the hour CBS-TV show. Emerson plans to rejoin the list of video 


sponsors in the fall. 


Llew Jones Becomes Media Director of FC&B 

San FraAncisco—Llewellyn Jones has resigned as manager of the 
media department of Batten, Barton, Durstine & Osborn here to be- 
come media director of Foote, Cone & Belding here, effective March 1. 


100 Newspapers to Get Flexaire Bra Ads 


New YorkK—Artistic Foundations, Inc., will launch a campaign in 
more than 100 newspapers on April 4 for the new Flexaire Plunging 
bra. Hirshon-Garfield, New York, is the agency. 

(Additional News Flashes on Page 63) 
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Quadruples Publishers’ 
2nd Class; Doubles 
Rate on Ad Matter 


| WasHINGToN—The Administra- 
| tion’s blueprint for $253,000,000 
of new postal revenue forwarded 
to Congress last week would 
/quadruple the cost of publishers’ 
|'second class, would double mail- 
|ing charges of advertising and 
promotion matter, and compound 
increases which were effective 
Jan. 1 against controlled circula- 
tion publications, parcel post, spec- 
ial delivery, and insured, regis- 
tered and c. o. d. matter. 

Added to the $145,000,000 in- 
crease voted by Congress last 
year, the new proposals are sup- 
posed to bring the postal deficit 
down to $150,000,000—a _ figure 
which Postmaster General Jesse 
Donaldson considers approximately 
equal to the cost of free mail, and 
of airline, steamship and railroad 
subsidies which are borne by the 
postal system. 

Donaldson’s proposals were 
greeted skeptically by Rep. Tom 
Murray (D., Tenn.), former Post 
Office solicitor, now chairman of 
the House committee handling 
rate legislation. 


ws As chairman of the House post 
office committee, Mr. Murray has 
incorporated the administration 
| plan into a bill (HR. 2594), but 
|on Thursday he issued a state- 
| ment warning that “prohibitive” 

and “burdensome” increases would 

be unfair and would probably af- 

fect the volume of postal business. 
Mr. Murray will fight for “fair 
)and reasonable” increases, which 
| he considers justified in the light 
of a prospective $526,000,000 defi- 
cit. He indicated that rate hear- 
begin promptly, prob- 
|} ably on Monday, March 7. 

The department’s’ program, 
drafted under orders from Pres- 
ident Truman, involves the most 
drastic changes thrown at mail 
users in three years of rate dis- 
cussions, and a “second round” 
|for mail order houses, and others 
who rely on parcel post and the 
| affiliated services. 


ls Over a_ two-year period, it 
would raise publishers’ mail bills 
from $40,000,000 paid in 1948 to an 
estimated $160,000,000. 
| Third class pieces and post- 
cards would cost 2¢ each in the 
future. Controlled circulation pub- 
lications, increased 25% on Jan. 1, 
would be increased another 50%. 
Parcel post, which was _ in- 
creased $71,300,000 on Jan. 1, is 
scheduled for another $39,300,000 
increase. Together, these increases 


would result in a_ $17,000,000 
“profit” for parcel post. 

@ Second class rate increases 
would become effective in two 
stages. About $75,000,000 of the 


increase would be effective at the 
beginning of the first quarter fol- 
lowing approval of the 

(Continued on Page 59) 
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Hoover Group 
Asks More from 


Statistics Users 


Budget Bureau Would 
Get More Power; Asks 
New Statistics Office 


WASHINGTON—The Hoover Com- 
mission on government efficiency 
recommended Thursday that the 
Budget Bureau exert increased 
control over federal statistics, and 


that the users of statistics pay a 
larger share of the costs. 

Commission investigators esti- 
mated that 10,500 employes in some 
50 different civilian agencies of 
the government are engaged in 
statistical work at a cost of about 
$43,000,000 annually. 

The task force report by Fred- 
erick C. Mills and Clarence D. 
Long of the National Bureau of 
Economic Research said reports on 
economic and social processes now 
available to public officials and 
private citizens are “more detailed 
than those available at any other 
time or in any other country.” 


ws Mills and Long reported a high 
level of technical competence, in- 
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creasing scope and value of by- 
product statistics, expansion and 
strengthening of current reporting, 
and increased efficiency in the 
analysis and fuller use of sta- 
tistics. 

But they deplored overlapping 
of functions, lack of balance in the 
program, lack of comparability in 
many series, conflicts, gaps, defects 
in quality, and inordinate report- 
ing burden on small business. 

One important function of the 
powerful Office of Statistical 
Standards and Services which they 
advocate would be the mainten- 
ance of a central catalog of cur- 
rent statistical series,with adequate 
notes concerning the sources and 
precise meanings of the data. 

The proposed office would di- 
vide statistical assignments among 
operating organizations, centraliz- 
ing primary collection and tabu- 
lating wherever possible in the 
Census Bureau. 


s Special purpose statistics would 
semain the responsibility of special 
units, with the Office of Statis- 
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That’s nothing! I pull 500,000 lowa families through 
one paper—The Des Moines Sunday Register 


A profitable trick to know! Because those 500,000 families 


a five-billion-a-year clip! 


py 70% of all the buyers in lowa. And Iowa buys at 


As a farm market, Iowa is in a class by itself. As an urban 
market, it outspends such cities as Cleveland, Boston, 
St. Louis, and San Francisco. 

Circulationwise, only ten cities in America have Sunday 
newspapers over 500,000. This circulation gives The Des 
Moines Sunday Register complete dominance in 83 of lowa’s 
99 counties—50% coverage or more—and at least 25% in 


all the others. 


The state average, 70%—all yours in The Des Moines 
Sunday Register for a milline rate of $1.70! 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


THE DES MOINES REGISTER anv [RIBUNE 


ABC Circulation Sept. 30, 1948: 
Daily, 362,865—Sunday, 501,286 


Basic Member American Newspaper Advertising Network 


tical Standards and Services elim- 
inating overlapping and conflicts. 

In addition to the catalog of 
Statistical material which would 
provide a complete key to avail- 
able government data for the first 
time, the Office of Sxatistical 
Standards and Services would pro- 
vide Congress with an annual re- 
port on all government siatistical 
programs, together with recom- 
mendations on appropriations for 
the year ahead. 

Such a report, according to 
Messrs. Mills and Long, would tend 
to provide continuity for the sta- 
tistical program, and assist Con- 
gress in balancing appropriations, 
now. processed by nine separate 
subcommittees in each chamber. 

In forwarding its task force’s 
recommendations, the Hoover 
Commission predicted that sub- 
stantial savings, greater accuracy, 
greater speed in collection and 
analysis and more proficient cov- 
erage would result from the pro- 
posed “centralized coordination.” 


# Mr. Hoover and Commissioner 
Arthur S. Fleming suggested, how- 
ever, that the statistical head- 
quarcers be in a proposed “Office 
of General Services,” rather than 
in the Budget Bureau. 

The commission emphasized a 
task force recommendation that 
the costs of statistical services of 
primary benefit to special groups 
be shifted in part to these bene- 
ficiaries. 

To this end, the task force sug- 
gested budgeting and accounting 
revisions which would enable gov- 
ernmental units to accept pay- 
ment for special services in a form 
which would make the revenues 
available to cover the units’ op- 
erating costs. 

The Hoover Commission cited 
statistical overlapping in employ- 
ment and payroll data, “prevailing 
wage” inquiries, income distribu- 
tion and consumption data, and 
construction and housing data. 

It protested “piecemeal” de- 
velopment of programs which en- 
ables some areas to receive greater 
attention than others. 


es In recommending a decentral- 
ized statistical program, under a 
powerful coordinator, the com- 
mission said a _ single govern- 
mental statistical agency would 
not be feasible, since much of the 
information is incidental to ad- 
ministering tax laws, social secur- 
ity laws and others, and since spec- 
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ialized agencies possess unig ie 
knowledge of the information th y 
need. 

The task force reported that 2 
different regulatory agencies are 
now releasing data as a by-prodi ct 
of their operations. It praised “tie 
rich body of material” from pe -- 
sonal and corporate income t..x 
returns collected by the Bureau of 
Internal Revenue; the extensive 
data on employment and earnin ‘s 
compiled by the Social Securi:y 
Administration, and the financi | 
statistics of corporations yielded 
by the Securities and Exchane 
Commission and Federal Tracie 
Commission. 

Based on existing practice aid 
capacities, the task force recon- 
mended the following division of 
statistical assignments in the gov- 
ernment: 


@ 1. Research and analytical data 
on farm life and agricultural op- 
erations to the Bureau of Agri- 
cultural Economics; also, contin- 
uing responsibility for collecting 
specialized agricultural statistics. 

2. Research and analysis relat- 
ing to wholesale prices, living costs, 
empioyment and unemployment, 
working hours and payrolls, pro- 
ductivity and related subjects in- 
volving wage earners and salaried 
groups, to the Bureau of Labor 
Statistics. “Prevailing wage”’ stud- 
ies, and all specialized statistics 
in the labor field not appropriate 
for the Bureau of Census, would 
go to BLS. 

3. Research and analysis of the 
field of mineral economics, to the 
Bureau of Mines. 

4. Research and analysis relat- 
ing to national income, industry, 
trade to the Bureau of Foreign 
and Domestic Commerce. Also, re- 
sponsibility for assembly and in- 
terpretation of statistics on manu- 
facturing, trade and investment. 

5. Nativity, mortality and mor- 
bidity to the Public Health Serv- 
ice. 

6. Monetary economics in the 
field of money, credit and bank- 
ing, to the Federal Reserve Sys- 
tem. 


Names McConnell, Eastman 


Perma-Stone of Canada Ltd. has 
appointed McConnell, Eastman & 
Co., Montreal, to direct the com- 
pany’s advertising. A dealer cam- 
paign is planned for spring, with 
a consumer follow-up later, on the 
use of this moulded stone building 
material for churches, commercia! 
buildings, homes and renovating 


New Process 
Yields Improved 
Color for JANTZEN 


At last, truly flexible /oca/ color 
control is available to color 
photography! CHROM ART, the 
special artcopy-for-platemaking 
print, achieves it by an exclusive 
process for hardening gelatin 
selectively. 


Color films are manufactured, 
exposed, processed under varying 
conditions. For instance, Jantzen 
recently sent us 13 Kodachromes 

. some dark, some light, most 
of them “off.” From these we 
made 13 Chromart Prints, unt- 
form in overall tone, yet match- 
ing the swatches furnished! 


Our new /ocal control permits 
color modifications of local 
areas independently of the rest 
of the picture image. This gen- 
erally eliminates all need for 
texture-concealing ait brushing 
and excessive re-etching on the 
printing plates. 


CHROM ART Prints, made from 
your color films, cost from $52 
to $122, depending on size 
ordered. This superb plate- 
making copy can be dramati- 
cally displayed, lettered, re- 
touched, pasted into final art 

. color films cannot. Write! 


Frank Miller Laboratories 
846 North Fairfax, Hollywood 46 


America's Oldest Colorprint Service 
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os Tts time to dust off the old fishing pote 
nd in- 
a "Yes, it's time to dust off the old fishing pole. No longer can or it a tremendously expanded field of opportunity. Others who have 
Pel should we expect orders to come to us automatically. No longer will long been identified with it must of necessity keep pace with increas- 
| sales be attracted without real sales effort. ingly competitive conditions. DOMESTIC ENGINEERING'S total 
fon “We will do more advertising in 1949 because our business is de- publishing program, as in the past, is geared to make the advertis- 
2 Sys- pendent upon it. We are convinced that all manufacturers are now ing dollar spent in DOMESTIC ENGINEERING the most productive 

in a period which requires intensive selling to maintain positions and effective means of reaching the total domestic engineering 
ati gained during the past years of peak demand.” market, 
td. has " ° ° ° ve 
a S Business is all around = ready to be signed up but it is up to us to DOMESTIC ENGINEERING in advance of the need, has set up its 
fal develop it and bring it to a head. Those who are ready and wil- wh : : : ; oa 
with ling to buy our products are faced with decisions which only we can numerous facilities to assist advertisers in meeting 1949 conditions. 
i help them make, and our primary means of reaching them to assist These facilities include manufacturers’ representatives service, cata- 
Sasi in making these decisions is through advertising." log layout and reprint production, marketing and research informa- 
vating . . ee ° — . . . 
—-— The foregoing are just a few of the comments which are heard on tion, list rental and mailing aids and similarly vital services. Write 
_— every hand among those who are in motion to make 1949 an even for full information or consult your Advertising Agency. 

better year than 1948. 

spuene, pronnnast Ft =" 

DOMESTIC ENGINEERING urges all advertisers to re-appraise the ENGINEERING CATALOG DIREC. \ 

domestic engineering field. Those manufacturers who have consid- a vell;balanced saistribution | o 

ered this market as a primary outlet for their products will find in TS ey Soe 
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ALL-AMERICAN BOY 
IS MOVING TO THE 
NEWSPAPER ALL 
AMERICA WILL 
BE TALKING 
ABOUT ON 
MARCH 27, 
IT'S 


EDITION OF THE 


rve WEW 
PITTSBURGH POST-GAZETTE 


Boost Ad, Sales 
Efforts for Job 
Ahead, Hood Says 


Publisher Offers His 
Formula at Canadian 
Conference on Sales 


Toronto—The job of selling 
more than $15 billion worth of 
goods this year, in a buyer’s mar- 
ket, is one for which Canadian 
sales management is poorly pre- 
pared, Arthur A. Hood, vice-pres- 
ident, Vance Publishing Corp., 
Chicago, declared here last week. 

Speaking before the noonday 
luncheon of the third annual Cen- 
tral Canada Sales Management 
Conference Feb. 21, Mr. Hood sug- 
gested this formula: Increase ad- 
vertising at the start of a reces- 


ih 


sion; intensify the sales effort; 
lower prices on inventories to a 
point where they will move read- 
ily, and negotiate salary and wage 
reductions only if absolutely nec- 
essary. 

One weakness of sales manage- 
ment, he said, is concentrating on 
managing men, not things. Sales 
management must direct markets, 
materials, money, machinery, 
methods and media—as well .as 
men—he declared. If management 
adapts the same efficiency to dis- 
tribution that it uses in produc- 
tion, he said, the distribution cost 
of the company can be substan- 
tially reduced. 


a No distribution costs are too 
high if they create additional vol- 
ume to keep employment going and 
production at a profit without 
waste, Mr. Hood said, and no dis- 
tribution costs are sufficiently low 
if there is the slightest waste in 
the process. 

Concentrating on the “no man’s 
land of distribution,’ Mr. Hood 


“Well, anyhow, it looks as if he’ll grow up 


to be a smart space buyer!” 


WONDER IF JUNIOR ALSO KNOWS THAT... 


e The Cincinnati Enquirer has the largest circulation of any 
Cincinnati newspaper, daily and Sunday. 


e@ The Cincinnati Enquirer has the lowest milline rate in 


Cincinnati. 


e@ The Cincinnati Enquirer carries more advertising linage 


than any other Cincinnati newspaper. 


Represented by Moloney, Regan and Schmitt, Inc, 


| 
| 


| 
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said the greatest field for resour: »- 
fulness is the area between | j¢ 
factory door and the ultimate cc ,- 
sumer, where the force of adv: r- 
tising may be dissipated by who e- 
salers and retailers who are : ot 
on the company payroll. To in e- 
grate marketing, he said, the » 4- 
dividual capacities must be unif) + 
into a single capacity for sales >, 
service. 

Distribution is a process of rm )- 
tion, and the techniques of en; j- 
neering, he continued, are app! °- 
able to the process of “riding yo ir 
product” into the market, ridiig 
it through every phase to the con- 
sumer, questioning each practi e, 
its effectiveness, necessity and cost. 
Research has shown 90 ways to 
cut distribution costs, Mr. Hood 
added, but the greatest sinple 
waste is the unproductive sales- 
man. 


wm At the opening session, G. 8 
Elwin, president and _ treasurer, 
Steel Co. of Canada, Hamilton, 
urged business men to demand that 
government stop encroaching upon 
markets and business and start 
contracting—instead of continually 
increasing—its services. Such an 
about-face in government, he in- 
sisted, would result in substantia! 
reductions in taxes and in return- 
ing to the individual citizen the 
right to control his personal des- 
tiny. 

Discussing sales compensation 
plans, Burton Bigelow, New York 
management consultant, suggested 
these six steps in devising a work- 
able program: (1) Examine the 
present payment system to dis- 
cover why it is unsatisfactory; (2) 
evaluate the company’s sales ob- 
jectives and incorporate financial 
incentives that tie in with the 
plan; (3) review the human needs 
of the salesman, and meet these 
needs; (4) test tentative alloca- 
tions of pay against normal sales 
figures; (5) invite the criticism 
and suggestions of several key 
salesmen; and (6) sell the plan to 
salesmen in the field. 


ws Dr. Allen A. Stockdale, repre- 
senting the National Association 
of Manufacturers, New York, told 
the more than 500 sales executives 
that free enterprise is the only 
system which promises opportun- 
ity, security, prosperity and per- 
sonal freedoms for every citizen 
He said that advertising and sales 
executives must spread this under- 
standing of business to offset the 
beliefs of “‘busybodies’”’ whose at- 
tacks are believed by many who 
read and hear them. 

The one-day conference, which 
also served as a regional meeting 
of the National Federation of Sales 
Executives, was sponsored by the 
Advertising and Sales Club of To- 
ronto in cooperation with several! 
other Canadian merchandising 
groups. 


Dresner Forms Organization 
to Serve Smaller Advertisers 


Jay Dresner, head of the New 
York advertising agency bearing 
his name, has formed Associa‘ ec 
Advertisers of America, an orga!i!- 
zation which will offer the sma!!- 
er advertisers a complete busin °ss 
building, advertising and cons i- 
tant service for a minimum fee 0! 
$250 a year. Offices are located at 
565 Fifth Ave. 

Subscribers to the plan are a s0 
offered advertising, promotio: a! 
and merchandising materials @! 
extra costs. Della M. Grattan, pr: s- 
ident of D. M. Grattan Agen y, 
New York, is associate director °! 
the group. 


Mendte Handles Davis Ads 


Smith Davis Corp., New Yo &, 
erroneously told AA that J. Rob '" 
Mendte would act in the capac 
of Philadelphia branch manager 0! 
its “small properties divisic 
(AA, Feb. 21). Mr. Mendte, wo 
was formerly associated wi 5 
Smith Davis, will continue as a '- 
vertising agency representative. 
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Night-Time is 
Sales-Time for 


Chicago’s Most IMPORTANT Million 


It is evening. The HOME is warm, comfortable, cozy. In such a friendly 
and intimate environment something of great significance to sales executives is 
happening. It is this:- 


An advertisement is working. Working because it 
is being read leisurely—thoroughly—thoughtfully. 
Working in the most ideal surroundings an adver- 
tisement can have—HOME! 


Every week-day night advertisements by the hundreds are at work in the HOMES 
where the Chicago Daily News is welcomed as the family’s favorite newspaper. 
Substantial is the word for these families. 


Yes, for many a year, advertisers have rated 
the Daily News reader-friends as Chicago’s most 
IMPORTANT million. 


It sure does take a lot 0’ buyin’ to keep good HOMES a-goin’. And the adver- 
tiser can hardly expect to get into these HOMES with what he has to sell if he does 
not get in with what he has to say. 


CHICAGO DAILY NEWS 


For 73 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT, Publisher 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


NEW YORK OFFICE: 9 Rockefeller Plaza DETROIT OFFICE: Free Press Building 


LOS ANGELES OFFICE: Story, Brooks & Finley, Inc, MIAMI OFFICE: Herald Building, Miami, Florida 
624 Guaranty Building 
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MAB Releases New 
County-by-County 
Study of Readers 


New YorK—A breakdown of 
data published last year in Maga- 
zine Advertising Bureau’s “Na- 
tionwide Magazine Audience Sur- 
vey” into county figures for mag- 
azine readers was released last 
week by MAB. 

The book, “Magazine Reader 
Count for County, State and Na- 
tion,” has three charts, showing the 
correlation between distribution of 
magazine readers, state by state, 
with retail sales, education and net 
effective buying income. 

The breakdown is planned and 
executed so that it provides a 


county-by-county measure of the 
penetration of the national maga- 
zine in the 1,188 U.S. counties 
with towns of 5,000 population or 
more, and residual counties by 
states. 

Since the survey recorded in- 
dividual and family character- 
istics of readers and non-readers, 
the bureau feels that the data is 
a helpful socio-economic index. 

Paul Stewart, head of Stewart, 
Dougall & Associates (which made 
the MAB study), said in a prelim- 
inary letter that indices used for 
market evaluation are usually 
based solely on economic factors, 
yet “for many commodities and 
services, cultural and sociological 
factors must also be considered... 
Our analyses show that magazine 
readership correlates well not only 


with social factors, such as edu- 
cation, but also with economic fac- 
tors... Magazine readership re- 
flects a combination of the two 
important basic factors—econom- 
ic and social.” 


NBC Advances Dine 


Josef C. Dine has been named 
director of the press department 
of National Broadcasting Co., 
Hollywood, succeeding Thomas E. 
Knode, who has been appointed 
administrative assistant to Carle- 
ton D. Smith, director of television 
operations. Mr. Dine was formerly 
trade news editor of the depart- 
ment. Allan H. Kalmus and Samuel 
Kaufman have been promoted to 
television manager and special ser- 
vice manager of the department, 
respectively, both reporting to Mr. 
Dine. 


FCC to Alter 
Avco Rule, Ask 
3 Weeks of Ads 


WASHINGTON—The Federal Com- 
munications Commission issued a 
proposed rule Wednesday requir- 
ing a three-week advertising per- 
iod for application for broadcast 
facilities, station transfers and 
modifications. 

More extensive than any pre- 
vious advertising requirement, the 
proposed rule replaces the Avco 
rule, requiring public notice of 
proposed station sales. 
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82% of THE NEW YORKER’S circulation is concentrated in the 41 city-trading 
areas where most of the retail dollars are spent. THE NEW YORKER’S 


circulation is further concentrated in the best neighborhoods and in support of the 


best stores. Top stores in those affluent areas have proved (by checking charge accounts) that 


NEW YORKER subscribers are among the most lavish customers—the ones who 


SELLS THE 


make the extra purchases. They spend the most where the most is spent. 


THE 


NEW YORKE 


No. 25 WEST 43xp STREET 
NEW YORK, 18, N. Y. 
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Under the new proceeding, aq. 
vertising is required in local news. 
papers and radio, rather than th» 
“Federal Register,” official j: uy. 
nal containing government noti»¢< 

The Avco rule was adoptec jy 
1945 as an expression of dissz ‘js. 
faction over the sale of Cro |e, 
stations in Cincinnati to the A) ja. 
tion Corp. It called for 60 d ys 
notice inviting competitive b ds 
During its three years of op: ra- 
tion, the Avco rule has not re. 
sulted in the upset of a si! gle 
proposed station transfer dea}. 
however. 

Recently, Avco-rule advertising 
of the proposed sale of WHAS 
Louisville, together with other 
properties of the Courier-Jour iq! 
to Crosley Corp., drew matching 
competitive bids from Fort Incdus- 
tries and Bob Hope. 


es All three applications had beep 
scheduled for hearing Feb. 28, but 
Fort Industries and Mr. Hope hay; 
now notified the commission that 
they are withdrawing. 

At the Feb. 28 session, the com- 
mission will consider financial ar- 
rangements proposed by Crosley 
in its purchase of the Louisville 
properties. At the same time, the 
commission is considering whether 
to extend a television construction 
permit which is part of the $1.- 
959,000 deal. 

Under FCC’s proposed new rules 
applications for renewal would be 
filed four months previous to ex- 
piration dates. Applications re- 
questing facilities of existing sta- 
tions would be accepted only dur- 
ing the 90-day period following 
initial advertising of the offer. 

The advertising would be in- 
serted twice weekly for a three- 
week period in a newspaper off 
ganeral circulation, or once week); 
in a newspaper and once on a 
broadcast station. The advertise- 
ment would reveal the corporate 
structure and ownership, the type 
of facility involved, a statement 
that copies of the application are 
available for inspection at the FCC 
office, and a statement “that an) 
person having any information 
concerning the qualifications of the 
applicant or the operation of the 
station may communicate with 
the commission.” 


Issues Booklets to Help 
Writers Be More Expressive 


Rodale Press, Emmaus, Pa., has 
published the first six booklets in 
the Rodale Glossaries series, which 
is expected to reach 120 booklets, 
on words or expressions to help 
writers to be more expressive. The 
subjects of the first six booklets 
are: Abstract and Reality, Old Age, 
Fear, Sadness, Beauty, and Ugli- 
ness, and are arranged in the fol- 
lowing manner: Nouns in com- 
binations with adjectives; nouns in 
combinations with verbs; adjec- 
tives in association with adverbs, 
verbs in association with adverbs, 
and phrases and expressions com- 
plementing each of the preceding 
The booklets sell for $1 each. 


Y&R Appoints Isgrig 

Erik Isgrig, formerly with Sor- 
enson & Co., has been appointe: a! 
account executive of Youn: & 
Rubicam, Chicago. 
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Radio Stations Net Most 
from Spot Sales in 1947 


National Association of Radio| 
Station Representatives, New York, | 
reports that independent (non-net- 
work owned) radio stations re- 
ceived most of their net revenue 
from spot time sales. 

Stations had a net income from 
spot sales, after deduction of 
agency commission and _ station 
representative commission, of $60,- 
039,366, compared with $51,498,- 


| 551 net from network time sales. 
These figures are based on FCC 
reports. Comparable figures for 
| 1946 show $54,499,401 for spot and 
| $52,796,821 for network. 


Emerson Appoints Goldberg 


Herman Goldberg, head of a 
local advertising agency bearing 
his name, has liquidated his busi- 
ness to become advertising mana- 
ger of Emerson Radio of Pennsyl- 
vania, Inc., Philadelphia. 
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Stemco ‘SEP’ Ad 
Starts Campaign 
to Add Distributors 


(Picture on Page 1) 

CLEVELAND—Stemco Corp., in 
nearby Rocky River, O., last week 
ran a full-page ad in The Saturday 
Evening Post to locate dealers to 
handle its system of setting studs 
into steel and concrete. 

The ad, an unusual sight in the 
Post, is the opener in a Stemco ad 
campaign to continue in 30 build- 
ing and industrial trade publica- 
tions to build up distribution for 
its Ramset Fastening System com- 
prised of studs, powder-charged 
cartridges and special tool for 
driving the studs. The Post ad im- 
mediately brought response for 
dealerships from Alaska to Mex- 
ico, Stemco executives told AA. 

Stemco designed the fastening 
system two years ago and until 
recently marketed it under the 
fame Tempotool. It has used an 


independent sales organization but 


now is starting its own distribu- 


‘tion organization. Stemco dealers 
are already located in various cities 


from coast to coast. 

The business paper ads start 
with March issues. Ads in indus- 
trial publications will be directed 
to plant maintenance people. Re- 
gional building papers will be used, 
also. In addition, newspapers will 
be used by distributors, with 
Stemco furnishing mat service. 

Fuller & Smith & Ross handles 
the account. 


Airs ‘Backstage with Barry’ 


Household Finance Corp., Chi- 
cago, will sponsor “Backstage 
with Barry” over the CBS tele- 
vision network starting March 1 at 
10 p. m., EST. The telecast will fea- 
ture singer Barry Wood and 
variety talent. LeVally, Inc., is 
the agency. 


Chittick Forms Own Agency 

Walter S. Chittick Jr., form- 
erly with Harry P. Bridge Co., 
has formed his own advertising 
agency, with offices at 1500 Wal- 
nut St., Philadelphia. 
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Advertising Age, February 28, 19 9 


Li'l] Abner’s Shmoo 
Turns Salesman for 


Ice Cream and Bones 


Cuicaco—The Shmoo, Al Cap; 's 
prolific little producer of bottl.q 
milk, packaged butter, eggs asd 
other dairy products, has ben 
signed by Sealtest division of N: - 
tional Dairy Products Corp. to «9 
a selling job for the company 
Sealtest ice cream and cotta; 
cheese in many eastern and mi: - 
western markets. 

In Chicago, for example, 
Shmoo-Kow, a_ chocolate, 


the 
nui- 


introduced with a 357-line ad 
the Chicago Daily News last wee, 
and was accompanied by a hea\, 
point-of-sale promotion. 

Copy told how Shmoo-Kow b::: 
purchasers received a Shmoo Club 
button with each bar, and how 
they could get Shmoo balloons :; 
premiums for saving bags. 

In Omaha, the local Sealtest 
company dressed a man as a 
Shmbdo and, to the delight of pas- 
sers-by, he paraded through th: 
main streets of the city laying 
packaged ice cream novelties. 

During the Lenten season, cot- 
tage cheese in Shmoo and Li’! 
Abner glasses will be promoted in 
many Sealtest markets. All of the 


a 


tional Dairy but are local in na- 
ture and adapted to the continuing 
campaigns of the individual com- 
panies. 

In addition to its use by Na- 
tional Dairy, Al Capp’s Shmoo has 
been adopted as a symbol for the 
Treasury Department’s security 
bond drive, and will appear in 
much of the $16,000,000 periodi- 
cal, press, magazine, radio and tel- 
evision advertising boosting the 
bond campaign. 

Mr. Capp, who introduced the 
Shmoo in his Li’l Abner comic 
strip, will be President Truman's 
guest and the main speaker at 
the official launching of the Treas- 
ury’s bond-buying promotion on 
April 19. 


HERBERT W. HESS 


PHILADELPHIA—Dr. Herbert W 
Hess, 68, professor of merchan- 
dising at the University of Penn- 
sylvania’s Wharton School of Fi- 
nance and Commerce, was found 
dead on Feb. 20 at his apartment 
here. 

Dr. Hess was nationally known 
for his pioneering work in the 
application of psychology to ad- 
vertising and selling. He had been 
on the university’s teaching staf! 
for 40 years. 

He organized the department 0! 
marketing in the Wharton School, 
one of the first of its kind in the 
nation. He also was credited with 
being one of the earliest deve!- 
opers of the merchandising «p- 
proach to marketing. He wrt 
several books on advertising. 


Gets Coffee Account; 


Opens Houston Branch 

Leche & Leche, Dallas, has been 
| retained to handle the advertis ig 
‘of Duncan Coffee Co., Hous! 
which has a $1,000,000 approp: «- 
tion. Newspapers, radio, televis 0” 
and outdoor posters will be us ¢ 

The agency has opened a bra! °) 
office in Houston at 1810 Tr 
St., with Graham B. Boone 
vice-president, as manager. 


Stanway Motors to Sherman 
Stanway Motors, San Franci: 


has placed its advertising wv " 
Benson M. Sherman, Inc., *! 
Francisco. 
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SHORT COPY sells —in selected markets 


Snowy-Soft 


“The outdoor medium has been employed successfully by Northern 
over the years. Its characteristics fit our requirements for broad 
coverage within selected markets. Further, posters afford the means 


to dramatize our sales points continuously for 30-day periods.” 


YK ekete 


NICHOLS 
General Sales and Advertising Manages 


NORTHERN PAPER MILLS 


This advertisement—one of a series now being 
placed in advertising publications—is paid for 
by a group of outdoor advertising companies in- 
terested in promoting a better understanding and 
greater appreciation of the medium everywhere. 


STANDARD OUTDOOR ADVERTISING INC. * 444 MADISON AVE. © NEW YORK 22, N. Y. 
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Weir Elects Thomas V. P. 


Rupert Thomas, former vice- 
president of G. M. Basford Co., 
New York, has been elected vice- 
president of Walter Weir, Inc., 
New York. Mr. Thomas was pre- 
viously associated for 12 years with 
Basford, where he had complete 
supervision of the product and 
institutional advertising and sales 
promotion on a number of the 
agency's accounts. 


Appoints Stanfield Agency 


Felt & rextiles of Canada Ltd., 
Victoria, B. C., manufacturer of 
Rambow, a reversible wall to wall 
floor covering, has placed its ad- 
vertising with the Vancouver of- 
fice of Harold F. Stanfield Ltd. 
Plans call for a newspaper cam- 
paign, supplemented by direct mail 
and color ads in trade publications 
and national magazines. 


Ferguson Nets $540,968 


| Harry Ferguson, Inc., farm trac- 
'tor maker, showed a profit of 
$540,968 in 1948. It had net sales of 
| $33,132,074, and built an assembly 
| plant in 116 working days, as well 
|as rebuilding a distributor and 
sales organization. 


Railroad Fair Names Ashley 


Frederick J. Ashley, of Freder- 
ick J. Ashley Co., Chicago public 
relations firm, again has been re- 
tained as promotional consultant 
for the Chicago Railroad Fair, 
which will open for a second year 
on June 25. 


Whittemore Joins Monsen 


Donald E. Whittemore has joined 
Monsen-Los Angeles, typographer, 
in a sales and customer service 
contact capacity. 
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HOW IT BEGAN—“Let us, then, put aside all thoughts of any strife, and let us 
thus devote this day to memories, pure and unsophisticated in commemoration of 
him—your father, my father—and of our gracious fathers of this great and pros- 
perous land...” says the column which appeared in this Carr’s department store 
ad in the Spokane Spokesman-Review. It appeared on the first Father’s Day, June 
19, 1910, and the National Father’s Day Committee says it was the first ad for 


the event. 


Berlin Air Lift Is 
Keynote for New Ad 
Drive by Douglas 


Lift requirements.” 

On the magazine list for the 
series are Collier’s, Newsweek, The 
Saturday Evening Post and Time. 
The air cargo copy will appear in 
Fortune and U.S. News & World 


Report. 
Santa Monica, Cau.—Douglas : 
, , J. Walter Thompson Co. is 
Aircraft Co. last week broke the Douglas’ domestic agency; over- 


first ad in a new series which will 
show the importance of aviation— 
and Douglas planes—in the mod- 
ern world. 

The first ad, which ran in 1,000- 
line space in newspapers of New 
York, Dayton and Washington, 
plus the Wall Street Journal and 
Christian Science Monitor, was 
headed “Bread—so millions may 
live!” and recited the story of 
Douglas planes in the Berlin air 
lift. 

“Realizing the vital importance 
of dependable air transport—both 
military and commercial—Douglas 
continues to pioneer new transport 
models,” the copy said. “Now un- 
der construction is the new DC-6A 
air freighter, capable of flying 
loads up to 30,000 lbs. at 300 mph. 
Future operations, utilizing the 
DC-6A, will require half as many 
planes, three-fourths the men, and 
reduce operating costs one-third, 


seas copy is handled by Dorland, 
Inc. 


‘Washington Post' Now 
Has Control of WTOP 

Control of Station WTOP, Wash- 
ington 50,000-watt CBS affiliate, 
has passed from Columbia Broad- 


/casting System to the Washington 


Post, under an FCC order. John 
S. Hayes, former executive vice- 
president of Station WINX, which 
the Post has sold to William Banks, 
Philadelphia, is general manager 
of WTOP. 

CBS announced that it will 
maintain separate Washington of- 
fices for its legal department, news 
and public affairs department, and 
for “Country Journal.” Earl J. 
Gammons, CBS vice-president, will 


| be in charge. 


Mosso Appoints Kastor 

C. A. Mosso Co., Chicago, has 
retained H. W. Kastor & Sons 
Advertising Co., 
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Council Distributes — 
First Newspaper Ads 
on Economic Drive 


New YorK—First newspaper ads 
for the Advertising Council’s cam- 
paign for a better understanding 
of the American economic system 
are now ready for distribution 
throughout the country for local 
sponsorship. 

The proof sheet, prepared under 
the direction of William C. Mc- 
Keehan Jr., vice-president of J. 
Walter Thompson Co., New York, 
contains ten ads for which free 
mats are available. 

Three of the ads are newspaper 
adaptations of the series signed by 
Boris Shishkin, AFL ecqnomist; 
Paul Hoffman, former president 
of Studebaker Corp., and Evans 
Clark, executive director, Twenti- 
eth Century Fund. Two of the 
ads were prepared by J. Walter 
Thompson Co. and the third by 
Batten, Barton, Durstine & Os- 
born, New York, another of the 
campaign’s volunteer agencies. 

In addition, seven new ads 
ranging from 35 to 495 lines are 
included in the proof sheet. Pro- 
duction of the proof sheet was 
handled by William P. Minnetto 
of JWT. James Laverty, also of the 
Thompson agency, served as head 
of the copy group which prepared 
the new ads and proof sheet. 

Robert M. Gray, advertising and 
sales promotion manager, Esso 
Standard Oil Co., is the coordina- 
tor. Hector Perrier and Helen J. 
Crabtree are the council’s staff 
executives on this project. Other 
volunteer agencies on this cam- 
paign are McCann-Erickson and 
Young & Rubicam, New York. 


To Advertising Associates 

Advertising Associates, Miami, 
Fla., has been retained to handle 
the advertising of Great Western 
Beef Co., Miami; Ludman Corp., 
Miami, building and construction 
materials, and Coral Way Cafeter- 
ias, a Miami chain. 


Burke Joins Bennett-Evans 
Harry W. Burke, formerly with 


| Conde Nast Publications, has been 


named a junior account executive 
of Bennett-Evans Co., Charlotte, 
N. C. 


| Lipson Joins WJBK 


Harry R. Lipson, formerly with 


| Station CKLW, Windsor, Ont., has 
Chicago, to di-|joined the sales staff of WJBK 


compared with present Berlin Air! rect the advertising of Oil-O-Sol. | and WJBK-TV, Detroit. 
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Western Marketers 
| Urged to Keep Up 


a with Their Market 


San JosE, Cat.—The West is 
reaching industrial maturity 25 
years earlier than anyone ever an- 
ticipated, George C. Tenney, editor 
and publisher of Electrical West, 
told a meeting of advertising and 
marketing executives here. 

Addressing the luncheon session 
of a Santa Clara County Market- 

/ ing Clinic, Mr. Tenney urged that 
western business shed its mantle 
of apathy and come of age in its 
marketing procedures to keep pace 
with its industrial revolution. 

Mr. Tenney, who is also presi- 

_ dent of McGraw-Hill Co. of Cal- 
| ifornia, pointed out that the pop- 
| ulation growth for the West is five 
| times the rate of the U. S. as a 

whole. Since 1940 the number of 
people in this area has increased 
40%, he said. 


s Citing the fact that California 
alone is expected to have a popu- 
lation of 10,500,000 by 1950, he 
called for marketing and mer- 
chandising men to take stock of 
what is happening and act ac- 
cordingly. Industrial expansion is 
faster and more diversified than 
at any time during the war-born 
boom, he said. 

The marketing clinic was spon- 
sored by the Northern California 
Industrial Advertisers Association, 
San Jose Chamber of Commerce, 
San Jose Advertising Club, San 
Jose State College and the San 
Jose Mercury-Herald and News. 

Other speakers on the program 
and their subjects included George 
C. MeNutt, George C. McNutt 
Advertising, Oakland, “How To 
Organize Your Sales Ammunition”; 
E. A. Bonfield, vice-president of 
Ryder & Ingram Ltd., Oakland 
agency, “What Advertising Can 
and Cannot Do for You,” and O. 
Willard Frieberg, assistant vice- 
president, American Trust Co., 
“How Your Bank Can Help You 
with Your Marketing and Distribu- 
tion Problems.” 


Says Ending of Basing 
Point Prices Needed 


While most of the discussion on 
the basing-point system reported 
} in the press to date has dealt with 
| the losses its elimination would 
| entail, Fritz Machlup of John Hop- 
kins University has just published 
a rebuttal, entitled “The Basing- 
Point System.” The volume is 
available from the Blakiston Co., 
Philadelphia and Toronto. 

Say Mr. Machlup in his conclu- 
sion: “With respect to the abo- 
lition of the basing-point system, 
however careful we are in assess- 
ing the possible costs of the change, | 
the outcome in the long run in) 
terms of the national income is_| 
clear: a net gain is inevitable.” | 


Appoints Judges for Ad | 
Woman of the Year Award 
| 
| 


The following people have been 
ippointed judges of the second an- 
1ual Advertising Woman of the’! 
Year award contest: Ralph Starr 
sutler, retired advertising manager | 
if General Foods Corp., Grove | 
atterson, editor of the Toledo 
3lade, and Sarah Blanding, pres- | 
dent of Vassar College. | 
The award, made annually by | 
he Advertising Federation of | 
America, will be presented at the 
nnual convention of the AFA in’) 
Houston, May 29-June 1. 


Carolina Admen Reelect 


Rex Freeman, of the Journal and | 
iwin City Sentinel, Winston- 
Salem, N. C., has been reelected 
president of the Carolinas Adver- 
tising Executives Association and 
J. E. Allegood, of the Star and' 
News, Wilmington, N. C., has been | 
reelected Ist vice-president. Other 
officers elected are: Rudy Fonville, | 
Times-News, Burlington, N. C.,| 
“nd vice-president, and Elwood C. 
forne, Herald and Sun, Durham, 

. C., secretary-treasurer. 


Morey Appoints Edwards 


Milton Edwards has been named 
general sales manager of the 
newly formed Morey Food Ma- 
chinery Co., Astoria, L. I. The 
company, manufacturer of the new 
Morey automatic orange juicer, 
has opened New York offices at 
30 Church St. 


Newspaper Admen to Meet 


The spring meeting of the Pa- 
cific Northwest Newspaper Adver- 
tising Executives will be held in 
Portland, Ore., at the Multnomah 
Hotel, May 6 and 7. 


WRKO Appoints Taylor 


Harold Taylor, formerly with 
Station WFNS, Burlington, N. C., 
has been appointed manager of 
WRKO, new station of Roxboro 
Broadcasting Co., which expects to 
begin operations in Roxboro, N. C., 
about April 15. The new station 
will operate on 1,000 watts, day- 
time only. 


McMichael Joins KRNT 


Mike McMichael, formerly man- 
ager of the Goodyear Store in 
Des Moines, has joined the sales 
staff of Station KRNT, Des Moines. 


11 


American Television Guild Martin Brenman, video director, 
vice-president of the American 


Names Christenberry Television Guild, New York. 


Charles W. Christenberry Jr.,| Katherine Rosser and Harold 
head of Tele-Theatre Productions, | Singer will continue as secretary 
has been named president and'and treasurer, respectively. 


_— 


CHARLES E. HALLENBORG 
Vice-President Charge of Sales 
The Dictaphone Corporation 


Headlines and re 


“Like many another businessman, I welcome a return to good old two-fisted 
selling. It’s American enterprise at its best, and we in the dictating machine 
industry are doubly fortunate because we sell a tool that helps speed business. 
Consequently, everybody’s business is our business and | read THe WALL 
STREET JOURNAL daily to get all the important business news with a national 
perspective.” 


Office Machines 


Backlog of Demand Is if 
Satisfied, So Makers 2] 
Turn to Salesmanship 4 


a 
; ; ive 
Train Bigger Sales Forces and fe 
The Customers, Too; Offer [Ee 
ina 
Improved Equipment aS. 
ign 
T . . . 4 ¥ 
Used Machine Prices Drop ips 
a 
BY THOMAS J. KELLER Na 
an" long queue of customers waiting to buy ie 
ome ,oduipment has just about disappeared . TT 
jl ane machine industry figures that “el a : 
ere on out j igge " - 
sustained by mime semaelon a 
n pre-war 1939 the manufacturers of : p/ 
. wed the paper work peresiating Haband — f ‘a 
pa agg Tr abroad, about $270 million of their me / 
ares. ist year their sales were around $900 4} 


DICTAPHONE’S HALLENBORG is one of 223,641 businessmen 
who make up the best-informed business audience in 
America, the readers of the only national business daily. 
If you have something to say or sell to men of this calibre, 
you can be sure they will see it in the advertising pages 
of THe Watt Srreet JouRNAL. 
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Milliners say the menace of hat- 
lessness is growing almost as 
rapidly among women as men 
The gals are probably anxious to 
show off their Toni home perma- 
nents. 


EDITORIAL 


Editor, S. R. Bernstein 

Executive Editor, Lawrence M. Hughes 
rey ge Editors, Robert Murray Jr., 
John 8. Miller 

Washington Editor, Stanley E. Cohen 
Associates: New York: John Crichton, 
Maurine Brooks, Patricia Ryden. Chi- 
cago: Murray E. Crain, Emily C. Hall, 
Jeanne Scharnberg, Bruce M. Bradway, 
Merle Kingman. 

European Editor, F. A. Marteau 
Editorial Production, F. J, Fanning 
Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities. 


ADVERTISING 


Advertising Director, Jack C. Gafford 
Manager Sales and Service, G. D. Lewis 
New York: O. O. Black, Halsey Dar- 
row, James C. Greenw John P. 
Candia, Harry J. Hoole. 

Chicago: O. L. Bruns, Western Adver- 
tising Mgr. J. F. Johnson, E. S. Mans- 
field, Arthur E. Mertz. 

San Francisco (4): Simpson-Reilly Ltd., 
Russ Bidg., Wm. Blair Smith, Mgr. 

Los Angeles (14): Simpson-Reilly Ltd., 
1709 W. Eighth St., Walter S. Reilly, Mgr. 
Seattle (4): Simpson-Reilly Ltd., 618 
Second Ave., J. Allen Mades, Mgr. 
London (E. C. 4): P. A. Marteau, 107- 
110 Fleet St. 


15 cents a 
America. Fore 


copy, $3 a year in the United States, Canada and Pan 
gn postage extra. Myron Hartenfeld, circulation director. 


A couple of hundred of the na- 
tion’s leading social scientists 
gathered at the State University 
of Iowa for a conference on atti- 
tude and opinion research a couple 
of weeks ago, and ADVERTISING AGE 
sent a staff man down to Iowa 
City to listen in on their delibera- 
tions. 

He reports that, as might have 
been expected, they spent most of 
their time rehashing the election 
poll situation and discussing sam- 
pling methodology, without reach- 
ing any particular conclusions that 
have not already been reached a 
good many times before. What 
struck him, however, and what 
AA reported on last week, was 
his impression that the social sci- 
ences experts are beginning to 
show serious signs of divergence 
on this basic issue: 

“Whether the future develop- 
ment of the social sciences will 
depend upon an increasing appli- 
cation of mathematical formulas 
and the scientific method to 
achieve quantitative results, or 
whether social science research 
will find greater possibilities for 
development in the amassing of 
more qualitative data regarding 
values and attitudes.” 

That’s a pretty substantial 
mouthful, but it points up a prob- 
lem which should concern mer- 
chandisers and marketing men at 
least as much as it concerns social 
scientists. 

The problem is that, with all its 
faults, the sampling technique has 
developed to the point where it 
permits the collection of reasonably 
accurate statistics over broad 


~The other day, at a 
gathering, a man we know almost 
developed apoplexy trying to 
prove, without the aid of a set 
of certified figures, that unem- 
ployment had not reached 5,000,- 
v00. Two business men friends, 
who knew each other only cas- 
ually, practically became bosom 
pals at this gathering, because 
both of them were convinced that 
they had “read somewhere or 
heard somewhere” that there are 
now 5,000,000 unemployed. 

The following day, the same 
man’s wife reported that the man- 
ager of the chain store which she 
patronizes said business was off 
“considerably.”” The January fig- 
ures for this particular chain (al- 
though not naturally for the store 


social | 


Losing the Common Touch 


areas, in fields where no figures 
have been available before. The 
danger is that the tool—research 
and sampling—will tend to be- 
come more than a tool, and take 
on the aspects of an end result. 

We have aired our views on the 
importance of marketing research 
so often that no one is likely to 
accuse us of not appreciating it 
fully. But we most certainly do 
not want to see marketing and 
advertising men forsake people for 
facts. 

The facts that marketing and 
advertising men are interested in, 
whether they are marketing facts, 
media facts or any other kind of 
facts, all have one very important 
thing in common: They are facts 
about people. 

Sales of goods and services are 
likewise made to people, not to 
statistics, and the point is that we 
should not forget about people in 
our too-great desire to develop 
statistics. 

The great men in marketing and 
advertising have always been those 
who knew the facts about people, 
whether they knew the statistics 
or not. They may not have known 
all there was to know about in- 
come distribution, percentage of 
families with children, and all that 
sort of thing, but they did know 
what it was that made people want 
to buy certain products, and not 
want to buy other products. 

Quantitative information about 
the market is important, and 
should not be neglected. But 
qualitative information about peo- 
ple who make up a market is at 
least equally important. 


How Is Business, Actually? 


in question) showed sales down 
4% from the previous January. 

People don’t actually lie about 
things like this. They merely have 
a tendency to exaggerate. And that 
is why it might be a good idea to 
“look at the record” to see how 
business really is. 

Last week AA published Jan- 
uary figures on 38 chain store or- 
ganizations which will probably 
account for well over $10 billion 
in retail sales this year—no mean 
traction of total retail sales. 

In the aggregate, their sales were 
2.7% below last January. Down, 
certainly, but not exactly horrible. 
Sobering, certainly, but not terri- 
tying. They indicate that this is a 
time for merchandising and sell- 
ing, not weeping and wailing. 


—Western Family 


“They’re just not identical twins.” 


Vault Volume 


. One of the more flattering in- 
vitations we’ve had asked us to 
attend the opening of the Minne- 
apolis Star and Tribune’s Century 
Vault, on Oct. 23, 2048. The way 
we feel today, we’ll never make 
it. 

On the other hand, we have 
the consolation of knowing most 
of what’s in the vault anyhow. It 
has records of population, agri- 
culture, finance and_ business, 
public health and education; docu- 
ments pertaining to organization 
of agencies of state and local 
governments, public institutions 
and civic groups; photographs of 
major Midwest cities and their 
industries, wire recordings of the 
Minneapolis Symphony Orchestra 
and St. Olaf’s college choir; 
movies, messages from public fig- 
ures, maps and diagrams, copies of 
the Minneapolis papers and front 
pages of 306 other Upper Midwest 
newspapers. 

It shows the life of a represen- 
tative family in the area, contains 
sample coins, samples of ore (tac- 
onite, hematite, lignite and gold), 
13 samples of midwest grain, and 
a monthly review of Ninth Dis- 
trict Agricultural and Business 
Conditions, issued by the Federal 
Reserve Bank of Minneapolis. 

Among the messages included 
are those from John Cowles, pub- 
lisher of the newspapers, President 
Truman, Oscar Renneborm, gov- 
ernor of Wisconsin, George T. 
Mickelson, governor of South Da- 
kota, Vannevar Bush, Herbert 
Hoover, J. L. Morrill, president of 
the University of Minnesota, Luth- 
er W. Youngdahl, governor of 
Minnesota, and Fred Aandahl, 
governor of North Dakota. 

The vault is 24” x 11”, made of 
14-gauge stainless steel, sealed 
within an air-tight copper cylin- 
der, buried in a 1,000-lb. block of 
black granite, which is the cor- 
nerstone of the Star and Trib- 
une’s new publishing plant. 

Its location, if any of you plan 
to be there on Oct. 23, 2048, is 44 
degrees, 58 min., 32.848 sec. N. 
lat., 93 deg., 15 min., 44.994 sec. 
W. long. 


Ah, that Basil 

For weeks we've been twitching 
nervously when Basil Rathbone’s 
recorded voice slithers into our 
peaceful room and demands that 
we smoke Fatima. 

Mr. Rathbone, the owner of one 
of the most cultivated and sinister 
voices in radio, always seems a 
little strange as a cigaret salesman. 
Like a tobacco auctioneer in the 
halls of Balliol. 

The magazine copy for Fatima 
bothers us, too, principally because 
it makes Mr. Rathbone say one of 
the darndest sentences ever con- 


ceived in the fertility of the copy 


crib. 

“Now, at length—quality in a 
long cigaret—Fatima!,”’ says Mr. 
Rathbone in his opening gambit, 


“First quality for 30 years. If you 


like a long cigaret, buy the best 
of long cigarets. Buy Fatima... 
It’s my cigaret.” 

We have been rolling this ele- 
gant sentiment around on our 
tongue, and it keeps sounding like 
Fatima had its first quality in 30 
years, but then we haven’t Mr. 
Rathbone’s voice, accent, or taste 
in cigarets. 


Ars Gratia 


We are reliably informed that 
no one knows the sculptor who 
fashioned the superb Winged Vic- 
tory of Samothrace. 

But we’re willing to bet that 
somewhere his shade is doing nip- 
ups over this Lydia hat. 


Praise 


We have admitted our admira- 
tion for the copywriter, the unsung 
discoverer of merchandisable val- 
ues hitherto unsuspected in lin- 
gerie, motor oils, castings and de- 
tergents. Last week readers of the 
New York World-Telegram found 
in the book review department a 
quotation by Aldous Huxley, under 
the gibing headline “Hail, Huck- 
sters”’: 

“It is far easier to write ten 
passably effective sonnets good 
enough to take in the not too in- 
quiring critics than the effective 
advertisement that will take in a 
few thousand of the uncritical 
buying public.” 


Jottings 

The 1949 National Diaper Con- 
vention has been changed from 
Virginia to Indiana... 

Armour & Co.’s advertising de- 
partment pondered hard, consider- 
ing how diligently they had 
worked on Dial, trying to figure 
an angle on the Chicago White 
Sox request for another telephone 
exchange than BO-8. The Sox, 
eighth in the American League in 
1948, couldn’t stand the number. 
But only the nicest people use 
Dial... 

Jacqueline Cochran, Inc., has in- 
troduced the Eye Bright Eye Kit, 
eye pads and eye cream, which 
certainly ought to do well in tele- 
vision homes... 

Good words dept: “Be honest in 
dealings with all media,” said 
Frank Tucker, advertising direc- 
tor, B. F. Goodrich Co., in an ad- 
dress before the Pittsburgh In- 


dustrial Advertising Council... 


All the private offices in the 
new building of Foote, Cone & 
Belding in Chicago will be th« 
same size, the story says, but your 
will still be able to tell the player: 
without a score-card. 


A merchandising man looking 
for a connection in the drug and 
beauty field admits he’s “intimate 
with FTC and F&D taboos.” 

Such intimacy is dangerous—we 
first endure, then pity, then em- 
brace. 


Don’t look now, but Anthony 
Hope may become a competitor of 
Bob. They’ve had a radio revival! 
of “The Prisoner of Zenda,” with 
the aid of Ronald Colman and Be- 
nita Hume. 


They say a lot of the old movie 
favorites, including “Zenda,” are 
due for re-release. How about 
giving us another look at “Little 
Miss Marker,” starring a delight- 
ful child actress, Shirley Temple’ 


Secretaries of the Army and 
Air Force used the list of agencies 
billing $10,000,000 and up listed by 
ADVERTISING AGE in sending out in- 
vitations to solicit their $3,000,000 
account. 

There will probably be a longer 
list next year. 


The watch makers’ union is try- 
ing to help finance a reorganiza- 
tion of Waltham Watch, and it will 
probably have more success with 
the RFC than anti-protective- 
tariff-minded congressmen. 


The Hoover Commission thinks 
that in the interest of efficiency 
all of the 42,000 postmasters should 
be appointed on a merit basis. Of 
course, congressmen will be eager 
to rid themselves of the chore of 
filling so many jobs with deserv- 
ing politicians. 


Last week the country celebrated 
the birthday of George Washing- 
ton, the father of his country, who 


is first in the hearts of cherry 
growers, pie bakers and coffee 


roasters. 
gee 


An agency is advertising for 4 
secretary who “must be able »° 
take accurate shorthand and a - 
sume responsibilities.” 

If the shorthand doesn’t mal 
sense, it will be strictly up to he 


Successful Farming says tl 
farm wife is the most missed M1 
in the most missed market, tl 
idea being that since you can 
miss the Mr., you’d better not mi: 
the Mrs. 


The swing toward eliminatin 
oleomargarine taxes is moving : 
fast that if the Republicans wa! 
to emulate the Democrats’ succes 
with prohibition repeal in 1932 
they may have a ready-made is 
sue for ’50 and ’52. 


Copy CUE 
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To Make More Sales To More 


Women In America’s 32° Market 


REMEMBER...PHILADELPHIA 
PREFERS THE INQUIRER 


= wy, he: oan 
, 2 Ww We ¢ - PS Ses : 
sae a SSS mention tr . 
ca eS 4 eset 2 4 
we = “eae \ 
Rested \ >, ve 
. . 


5 : 


ate 


es # 


DEPARTMENT STORES CONTINUE TO 
PREFER THE INQUIRER IN PHILADELPHIA 


The year 1948 was the 9th consecutive year in which 
THE INQUIRER led all Philadelphia papers in department store 
advertising. To reach women in America’s 3rd market—to sell 
goods—bank on Philadelphia’s most productive newspaper! 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Anguiver 


Exclusive Advertising Representatives: 


TED W. LORD, Empire State Bidg.,N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Cadillac 6005 
West Coost Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946; 448 S. Hill St. Los Angeles, Michigan 0578 
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How to make a dollar 


Because every column—every line—is edited for 
homemakers (and no one else!), 2,600,000 of them 
turn eagerly to the American Home each month, make 
it one of the most responsive magazines for any home- 
product advertiser. 


“How much does it cost to furnish a home today?” 
American Home editors shopped a Rochester department 
store with a young couple furnishing a two-bedroom 
home, brought back sales slips, actual estimates and con- 
tracts to dramatize the story of the Markelsons’ $4,600 
expenditure. Two other articles, “$1406 furnished our 
Stuyvesant Town apartment,”’ and “‘But what can I do 
for $10?"’, round out a trio of features crammed with sales- 
making suggestions for families in every income group. 
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Pick Up a Recipe... 
, 2 


iid BAe om 


ee 


Me 


March Spotlight theme; 


50 leading department stores throughout the country are tying in this March with the 
American Home article on “How to Buy a Radio-Phonograph or Television Con- 
sole."’ They're using American Home’s “‘Spotlight’’ merchandising materials—ads, dis- 
play cards, radio spots, etc.—and featuring the products of American Home advertisers. 


“Pick up a recipe’’. . . and, chances are, down 
goes an extra item—or two or three—on the food 
shopping list. Two million six hundred thousand 
meal-planning families every month search the 
food pages of American Home for appetite- 
appealing, budget-stretching food suggestions. 
They not only read, but clip—and act—on the 
new menu ideas and recipes they find in their 
favorite homemaking magazine. No wonder food 
advertising dollars, too, produce more sales in 
the American Home. 
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“Our congratulations on the orders” —Nothing 
succeeds in home-product advertising like sales. That's 
why American Home advertisers are so enthusiastic 
about our editorial formula—and the type of sales- 
making audience it attracts. 

And that goes for all types of home products. As a 
matter of fact, it even goes for such a prosaic item as a 
cooking spoon. 


Like the “Safety Cooking Spoon” shown above, 
which Frohock-Stewart Company of Worcester, Mass., 
manufactures. It comes in a set of two sizes and sells for 
$1.35. “And,” writes the agency for this product, “the 
same ad was run in other home and women's magazines, 
but the results were nof comparable to those received 
from American Home. The American Home ad cost us 
$568.40; and it has already produced $14,000 in orders, 
and they're still coming in!” 

Yes, American Home means more sales for home-prod- 
uct advertisers. You can prove it for yourself. 
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Read and re-read by 2,600,000 families 
with a consuming interest in their homes 


'S-T-R-E-T-C-H 


How to buy—what to buy—are the keynotes of the dollar-stretching March 
issue of American Home. Advertisers find their dollars go further, too, 
when they tell their story in this congenial atmosphere for the sale of 
foods and furnishings, drugs, building materials, and household equipment 


building materials! 


“| don't like to punish them, but... ."" is the 
fifteenth in a series of articles on child health 
and care by Dr. Samuel R. Berenberg, Chief of 
the Child Health Services of the New York 


What kind of house shall | build? In March, American Home introduces 
the first of its Home Study Plan Houses, selected for their dollar-stretching 
value and design excellence. Scale floor plans, elevations, details and out- 
line specifications are offered for 50¢. What better way to spark interest in 
American Home-advertised paints, flooring, roofing, insulation and other 


City Department of Health. A series like this 
builds a loyal following among mothers .. . big 
buyers of drugs, soaps, and other medicine 
chest and bathroom items. 
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Sponsors Baseball Telecasts 
Pabst Sales Co., Chicagc, 


for 
Pabst beer, has purchased half of 


the telecasts by KLAC-TV, Los 
Angeles, of the Los Angeles and 
Hollywood home games in the Pa- 
cific Coast Baseball League. The 
brewery will sponsor half the 
home schedule of each club. The 
station is still seeking sponsorship 
of the remaining half of the tele- 
casts. 


——BURBANK CALIF. 


Hear that whirring noise? 
Burbank, Calif., just passed the 
80,000 mark . . . 80,458 to be exact. 

Burbank is the home of the 


BURBANK DAILY REVIEW 
Burbank’s Only Daily Newspaper 


Est. 1908 


Hawaiian 
Get 19-City Drive 


FULLERTON, CAL.—On March 31, 
Pacific Citrus Products Co., maker 


of Hawaiian Punch, soft drink 
concentrate, will begin a_ six- 
month campaign for the fruit 


juice product, using newspapers 
and radio in 19 major markets. 
Twenty-five newspapers will be 
used, in Cleveland, Columbus, Dal- 
las, Fort Worth, Fresno, Houston, 
Los Angeles, New Orleans, Phoe- 
nix, Pittsburgh, Portland, Ore., 
Sacramento, Salt Lake City, San 
Antonio, San Diego, San Fran- 
cisco, Shreveport, Toledo and Tuc- 
son. Three-column by 7” inser- 
tions will run on food pages once 


 8xld 


GENUINE 


Punch Will |* vee: 


Singing commercials with the 


; Hawaiian War Chant as the mel- 


ody will be used in the same mar- 
kets. The punch will also be made 
available for radio giveaways. 

For point-of-sale, a newly de- 
signed four-case cylindrical dis- 
play with a cut-out backboard will 
be used. The budget for the cam- 
paign is more than double that 
previously when promotion was 
confined chiefly to store demon- 
strators. 

Distributor salesmen are now 
calling on the trade with port- 
folios on the advertising drive. 
Atherton Advertising Agency, Los 
Angeles, is the agency. 


Klemtner Ups Olszewski 


Stephen Olszewski, art director, 
has been appointed coordinator of 
advertising services of Paul Klemt- 
ner & Co., Newark. 


To Grant & Wadsworth 


Fulcrum Oil Co., Franklin, Pa., 
has appointed Grant & Wadsworth, 
New York, to handle its advertis- 
ing. 


~ Caslon, 


unmistakable quality... 


Used by our grandfathers... 


a favorite today... 


and the most likely face to endure... 


Ever have trouble 


deciding which face is best? 


Send your layout and 


copy to... 


SCT) 


DESIGNED TYPOGRAPHY 


CHICAGO 22 East Illinois Street 


LOS ANGELES 928 South Figueroa Street 


Albert Kalmbach, publisher of Model Railroader, Milwaukee, heade | 
the receiving line at an anniversary party celebrating the 15th birthda 
of the publication . . . Edgar H. Kobak, son of Mutual’s President Edga 
Kobak, is following in his father’s footsteps in the radio industry. He 
just been named manager of WTWA, Thomson, Ga., an MBS affiliate. 


Another agency prexy enjoying the wintertime sun in the South 
Edward P. Nesbitt, head of Critchfield & Co., Chicago, who has bee 
vacationing in Cuba and Florida . . . The Breakers, Palm Beach, is th 
address of Herb Moloney, of Moloney, Regan & Schmitt, New Yor} 
until March 7... Marvin Harms, v.p. of H. W. Kastor & Sons, and Joh», 
H. Platt, v.p. in charge of advertising, Kraft Foods Co., Chicago, lef 
Feb. 21 with their wives for a Hawaiian holiday. They'll be staying a: 
the Royal Hawaiian in Honolulu... 


Three new radio babies are a son born early this month to Richar: 
Blackburn, assistant gen’l mgr. of WTHT, Hartford, and Mrs. Black - 
burn; Robert James, son of Ralph Gentles, of the public relations de - 
pa*tment of KXOK, St. Louis, and Mark Taylor, born Jan. 8 to Sherri! 
Taylor, publicity director of KSL, Salt Lake City, and his wife June. . 
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TIME OUT—Doan Hause, ad manager of Armour & Co., Chicago, cut loose from 

executive inhibitions when snow covered the streets near his Park Ridge Manor 
home to hitch rides around the curving streets of the new suburban community. 


Hal Gillette of Gillette Publishing Co., Chicago, son of Publisher 
Scranton Gillette, was married Feb. 12 in suburban Winnetka to Mary 
Livingston. . . The RCA Victor division's Award of Merit was presented 
to Thomas F. McCleary, Cleveland regional sales representative, for 
his sales achievements during 1948. The presentation was made in 
Camden, N. J., Feb. 11 by J. G. Wilson, executive v.p. of the division. . . 


The Western New England chapter of the NIAA and the Hartford 
Adclub heard a report on the Berlin airlift from Harvey Conover, 
president of Conover-Mast Publications, who returned not long ago from 
a five-weeks trip to Germany . .. Dr. Edward L. Lloyd, vice-chairman 
and managing director of A. C. Nielsen Co. in Oxford, England, was 
given a bon voyage luncheon before his departure for New York, Chi- 
cago and Sydney. He will supervise Nielsen's Australian activities, 
which started six months ago... 


CHIEF BARKER—Fred Nahas, center, executive vice-president of KXYZ, Houston, ; 

congratulated by Paul Goodwin, left, Houston Variety Club’s chief barker f+ 

1948, and William O’Donnell, international officer, on his installation as chi! 
barker, Tent No. 34, of the Houston organization. 


Burr Robbins, exec. v.p. of General Outdoor Advertising Co., Chicag:, 
and Mrs. Robbins are vacationing in Phoenix. . . CBS President Bi ! 
Paley has been on a Caribbean cruise, and the radio industry is waitin : 
to see what top talent he’s signed up... 


A Valentine baby—a boy—was born to Charles Compton, a inemb« 
of Radio Sales in Chicago, and Mrs. Compton. . . And on Feb. 1 
Timothy John was born—fifth child of Thomas J. Deegen, v.p. of th 
C&O and president of the Federation for Railway Progress. . 


Heading the motion picture industry's participation in the Treasury 
savings bond drive, which starts May 16, is Maurice A. Bergman, easte! 
advertising and publicity director of Universal-International. 
Arthur C. Kaufman, executive head of Gimbel Brothers and preside: 
of the Philadelphia Chamber of Commerce, is slated to become Penn 
sylvania State Secretary of Commerce. . . Fund chairman for the West 
port, Conn., Red Cross Drive is John Mather Lupton, president of Joh 
Mather Lupton Co., New York agency... 
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the Sun-Times...moves**’ 


the Sun-Times...moves...the goods! 


et cena econ 


instance... food 


Want to move more of your grocery product in the Chicago 

market? Pre-sell homemakers — and time your sales copy to peak food-buying days— 
in The Chicago SUN-TIMES Food Section! It goes to more 

than 640,000 families with Thursday afternoon and Friday morning editions of 

The SUN-TIMES; is more than one-third home-delivered in Chicago and 

suburbs. Homemakers rely on this handy “lift-out” section for cooking counsel and 
shopping guidance. Want proof of performance? 

Three of Chicago’s four great grocery chains now regularly schedule 

The SUN-TIMES Food Section. These food retailers know The SUN-TIMES 


moves the goods in Chicago. 
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The only NATIONAL Comic Weekly 


These markets account for more than 65% of 
America’s effective buying incomes and more 
than 63% of the retail sales; and no other na- 
tional publication in its field gives such domi- 
nating coverage of as many of these key mar- 
kets as PUCK—The Comic Weekly. 


PUCK —The Comic Weekly is supreme in its 
service to both the reader. and the advertiser. 


Its galaxy of top flight features; the superi- 
ority of its artists; its excellence of printing 
standards; its pages, tailored to perfection; its 
colorful and brilliant overall appearance, make 
for an editorial vitality and reader interest 
quickly recognized by advertisers. (For nine 
consecutive years PUCK has shown consistent 
gains. In 1948 it smashed all records. ) 


Such worthy qualities in a publication are of 


indisputable value, and not available, in like 
degree, in any other comic group. 


PUCK —The Comic Weekly and its affiliate, 
the comic section of the Philadelphia Bulletin 
deliver in excess of 814 million circulation 
heavily concentrated in areas representing the 
highest sales potential in the U. S. But, for the 
advertiser whose needs demand coverage of 
additional markets there are Sunday comic 
sections in color available in those markets. 


For instance, in Dallas, the Times-Herald 
provides penetration of that market. In Hous- 
ton, the Chronicle; in Buffalo, the Courier- 
Express; in New Orleans the Times-Picayune ; 
and so on in a number of other important mar- 
kets. (See listing at right.) 


It is not necessary to sacrifice the superior 


are the kasts of 


| 
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qualities of PUCK—The Comic Weekly in the 
highly important markets it does cover just 
because you need additional coverage in other 


markets. You can add as few or as many Sun- 
day comic sections in other markets as your 


plans and budget demand. But, to advertise in 
Sunday comics and not in PUCK would be like 
going to Arizona on a sight seeing trip and 
passing up the Grand Canyon. 

Get full details today from: 
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t\ the Nation's Business! 


SOME SUNDAY COMIC SECTIONS 
IN OTHER GOOD MARKETS 
AVAILABLE T0 YOU 
IN ADDITION TO 


Rew 


THE COMIC WEEKLY 
THE SPEARHEAD IN THE COMIC FIELD 


BIRMINGHAM AGE HERALD 
BUFFALO COURIER EXPRESS 
CHARLOTTE OBSERVER 
CHATTANOOGA TIMES 
CINCINNATI ENQUIRER 
CLEVELAND PLAIN DEALER 
COLUMBUS DISPATCH 
DALLAS TIMES HERALD 
DAYTON NEWS 
DES MOINES REGISTER 
DENVER POST 
FORT WORTH STAR TELEGRAM 
HOUSTON CHRONICLE 
HOUSTON POST 
INDIANAPOLIS STAR 
JACKSONVILLE FLORIDA TIMES UNION 
KANSAS CITY STAR 
KNOXVILLE NEWS SENTINEL 
LOUISVILLE COURIER JOURNAL 
NASHVILLE TENNESSEAN 
MEMPHIS COMMERCIAL APPEAL 
MIAMI HERALD 
MINNEAPOLIS TRIBUNE 
NEW ORLEANS TIMES PICAYUNE 
OKLAHOMA CITY OKLAHOMAN 
OMAHA WORLD HERALD 
PORTLAND OREGON JOURNAL 
PORTLAND OREGONIAN 
RICHMOND TIMES-DISPATCH 
ROCHESTER DEMOCRAT & CHRONICLE 
ST. LOUIS GLOBE DEMOCRAT 


the ST. LOUIS POST DISPATCH 
ust ST. PAUL PIONEER PRESS 

ner TAMPA TRIBUNE 

ool TOLEDO BLADE 

2 in 

i | THE COMIC WEEKLY 

An 

ym : The only NATIONAL Comic Weekly + A Hearst Publication + 63 Vesey St., New York + Hearst Bldg., Chicago 
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Ad Revenue of 
Magazines Up 
6% for 1948 


(Continued from Page 1) 
distributed with newspapers) car- 
ried a total of $462,542,365 in ad- 
vertising volume during 1948. The 
same publications carried $435,- 
950,401 in advertising in 1947. 

The 50 farm publications shown 
in the table accounted for $44,- 
025,647 in advertising in 1948, as 
against $37,076,190 in 1947. 

Advertising volume of the six 
Canadian magazines was $5,486,- 
137 in 1948, as against $5,429,905 
in 1947. 


ws “Giants” in the magazine field 
continued to be Life, with $77,300,- 
000, and The Saturday Evening 
Post, with $61,853,044. Both set 
new revenue records. 

Ladies’ Home Journal, despite a 
slight drop in revenue, due prin- 
cipally to the rate adjustment and 
rebate policy introduced last fall, 
remained comfortably in third 
place, with $25,333,274 (an aver- 
age of more than $2,000,000 per 
issue), but Collier’s loss of $1,- 
112,000 in revenue (to $21,601,- 
539) made it lose fourth place to 
Time, which gained $1,709,000 to 
wind up the year with $23,825,000. 

The American Weekly retained 
sixth place with a gain of $1,277,- 
000 for a total of $17,146,559, but 
This Week Magazine’s gain of $1,- 
910,000 was not enough to retain 
seventh place in the standings in 
view of an increase of $2,344,00U 
by Better Homes and Gardens. The 
latter wound up the year with bill- 
ings of $16,850,613, compared with 
This Week’s $16,584,052. 
as Good Housekeeping gained well 
over $1,000,000 to end the year in 
ninth piace with $14,928,162, and 
Look moved up from 13th to 10th 
place by increasing its revenue 
trom $8,271,472 in 1947 to $11,- 
891,002 in 1948. 

McCall's was in 11th place, with 
$11,872,274, an increase of $575,- 
v00O, and 12th place went to 
Woman’s Home Companion, which 
was up $1,150,000 to a 1948 total 
of $10,473,543. 

Newsweek moved closer to the 
$10,000,000 bracket by advancing 
trom $9,399,649 in 1947 to $9,- 
538,612 in 1948, but Vogue, which 
billed $8,122,000 in 1947, dropped 
back to $7,139,000 last year. 


wa Country Gentleman led the 
tarm publications by moving up 
from $7,115,091 in 1947 to $9,- 
026,968 last year, and Farm Jour- 
nal was in second place, moving 
up from $6,424,855 in °47 to $8,- 
067,282 last year. 

Other tarm publications which 
billed more than $1,000,000 in ad- 
vertising during 1948 were Suc- 
cessful Farming, $3,702,981; Pro- 
gressive Farmer, $3,440,075; Cap- 
per’s Farmer, $2,892,747; Southern 
Agriculturist, $1,660,438; Prairie 
Farmer, $1,273,884; Wallaces 
Farmer & Iowa Homestead, $1,- 
174,133; and The Farmer, $1,083,- 
841. 


es Macleans led Canadian maga- 
zines in 1948 billing, with $1,- 
942,129, followed by Chatelaine, 
$1,212,250; Canadian Home Jour- 
nal, $1,175,374. 


Styles Joins Acme Cotton 


Frederick E. Styles, formerly 
head of syndicate sales for the 
Whitehall Pharmacal division of 
American Home Products, New 
York, has been appointed syndicate 


sales manager of Acme Cotton Pro- | 


ducts Co., New York. Fred Schnai- 
ttacher, Acme treasurer, has been 
named director of sales in addition 
to his other duties. 


Advertising Age, February 28, 19<9 


1948 1947 1948 194; 
Publication Revenue Revenue Pages Pag:s 
Dell Men’s Group 375,618 350,318 209 188 
(Composed of Inside 
Detective & Front Page 
Detective) 
Forbes 374,710 421,570 365 454 
Fawcett Comics Group 367,979 351,524 93 $4 
Dun’s Review 354,064 203,583 648 578 
American Rifleman 333,954 260,303 606 607 
Ebony 320,672 136,207 329 162 
Science Illustrated 319,334 256,162 254 203 
Macfadden Men’s Group 298,000 190,000 194 93 
True Experiences 276,873 370,651 419 451 
Outdoors 270,744 246,480 247 262 
Promenade 250,232 298,757 436 77 
True Love & Romance 234,528 271,002 428 452 
Open Road 230,062 223,021 164 160 
Harper’s Magazine 215,094 226,728 277 336 
Elks Magazine 206,137 224,170 100 103 
‘Fawcett Screen Unit 205,039 244,020 85 100 
(Composed of Movie Story 
and Motion Picture) 
Movie Story Magazine 3,806 6,113 3 5 
Motion Picture 10,894 27,748 8 n) 
Grade Teacher 187,260 168,120 328 311 
‘Dell Screen Unit 157,785 — 47 — 
(Composed of Modern 
Screen, Screen Stories) 
Eagle Magazine 155,865 154,668 48 47 
Rotarian 129,088 134,413 122 138 
“Archie Comics Group 110,800 — 34 — 
Fur-Fish-Game 83,220 83,140 286 286 
‘Improvement Era 60,079 65,366 227 241 
Parents’ Comics: 5 
Polly Pigtails 43,169 36,141 69 67 
True Comics 22,779 43,127 31 55 
Tex Granger 2,321 — 10 16 
Premium Group of Comics 42,071 31,357 36 26 
*Foremost Comics 6,262 5,919 — —- 
Varsity 40,422 42,780 73 46 
True Comics 25,310 43,610 31 55 
Famous Funnies 24,760 31,610 59 63 
Child Life 19,887 29,241 40 du 
American Mercury 18,352 22,436 50 57 
Canadian 
Macleans .$ 1,942,129 $ 1,795,717 840 892 
Chatelaine 1,212,250 1,183,251 560 619 
Canadian Home Journal 1,175,374 1,058,595 550 566 
National Home Monthly 705,703 755,758 349 389 
"New Liberty 320,671 434,266 290 — 
230,010 202,318 367 347 


Revue Moderne 


* Figures on pages are for eastern edition. 

* Figures on pages are for national, plus average of sectional editions. 

* Figures on pages include national and metropolitan editions. 

* Figures on pages are average of all 10 editions. 

*12 issues in 1948; 22 issues in 1947. 

*Did not accept advertising in 1947. 

° Special centennial edition included in 1947 figures. 

*Ten monthly and nine weekly issues in 1948; 52 weekly issues in 
1947. 

*In all “group” cases, figure for the group is based on group advertis- 
ing only, and individual figures for each publication in the group 
show additional non-group linage. To get total for all publications 
comprising the group, add the group figure to those shown for each 
of the individual publications. 

* Foremost sold separately by Premium in 1948, but incorporated with 
rest of group in 1949. 

“No comparable 1947 figures, magazines sold separately. Published 
bi-monthly. 

"Increase in pages due primarily to change from 680-line to 429- 
line page. 


Dollar Volume of Farm Publications 
1948 and 1947 


An exclusive Advertising Age tabulation based on 
reports by individual publishers, with comparative 
1948 and 1947 data on pages of advertising carried. 


Dollar Volume of General Magazines 
1948 and 1947 
An exclusive Advertising Age tabulation based on 
reports by individual publishers, with comparative 
1948 and 1947 data on pages of advertising carried. 
1948 1947 1948 1947 

Publication Revenue Revenue Pages Pages 
Life $77,300,000 $71,500,000 3,797 3,882 
Saturday Evening Post 61,853,044 59,529,458 4,350 4,449 
Ladies’ Home Journal 25,333,274 25,634,827 1,638 1,714 
Time 23,825,000 22,114,000 3,580 3,676 
Collier’s 21,601,539 22,713,112 2,158 2,546 
American Weekly 17,146,559 15,868,850 863 861 
Better Homes & Gardens 16,850,613 14,505,885 1,618 1,424 
*This Week Magazine 16,584,052 14,673,764 704 687 
Good Housekeeping 14,928,162 13,876,029 1,798 1,758 
Look 11,891,002 8,271,472 1,211 1,049 
McCall’s 11,872,274 11,297,013 1,038 1,087 
Woman’s Home 

Companion 10,473,543 9,322,444 941 878 
Newsweek 9,538,612 9,399,649 2,706 2,791 
Vogue 7,139,000 8,122,000 2,360 2,975 
American Home 6,517,114 6,507,004 775 817 
The Comic Weekly—Puck 6,096,151 5,422,522 — —- 
The New Yorker 5,838,227 5,616,043 3,137 3,210 
"Woman’s Day 5,633,783 4,192,524 648 536 
True Story 5,063,000 4,906,524 793 830 
Fortune 4,890,615 4,649,537 1,401 1,504 
Cosmopolitan 4,821,869 5,880,770 744 918 
Mademoiselle 4,644,245 5,898,877 1,944 2,455 
Esquire 4,592,334 5,757,990 932 1,366 
House Beautiful 4,519,224 3,832,132 1,459 1,508 
Harper’s Bazaar 4,511,900 4,106,273 1,568 1,938 
*Parents’ 4,279,425 4,036,202 1,049 1,119 
American Magazine 4,156,390 5,036,173 603 735 
Parade 4,047,979 2,123,705 385 259 
Seventeen 3,362,947 3,752,047 1,225 1,398 
U. S. News & 

World Report 3,211,829 2,801,281 1,188 1,528 
Holiday 3,093,679 1,706,605 754 676 
Popular Mechanics 2,387,376 1,957,170 2,051 1,946 
House & Garden 2,827,000 2,481,000 1,246 1,232 
‘Family Circle 2,685,159 1,966,674 510 471 
“Household 2,569,961 1,944,113 495 335 
Charm 2,545,684 2,411,970 1,335 1,561 
National Geographic 2,467,868 2,148,023 486 461 
*Macfadden Women’s Group 2,410,393 2,397,350 371 403 

(Composed of Photoplay, 

Radio & Television 

Mirror, True Love and 

Romance, True Experience, 

and True Romance) 

Photoplay 683,665 852,356 220 283 

Radio & Television 

Mirror 28,541 27,906 22 27 

True Love and Romance 33,426 23,234 57 38 

True Experience 45,478 48,361 48 49 

True Romance 159,725 148,074 85 78 
Popular Science 2,392,123 1,959,267 1,776 1,638 
Glamour 2,000,100 2,226,000 1,129 1,502 
‘Fawcett Women’s Group 1,937,653 2,499,686 349 436 

(Composed of True 

Confessions, Movie Story, 

Motion Picture) 

True Confessions 731,901 645,424 199 166 
Sports Afield 1,869,252 1,804,226 822 853 
Redbook 1,820,981 2,256,704 339 454 
Outdoor Life 1,770,636 1,653,356 732 832 
Sunset 1,703,991 1,318,358 919 872 
Field & Stream 1,679,888 1,551,490 866 957 
‘Dell Modern Group 1,647,357 1,950,912 317 381 

(Composed of Modern 

Screen, Screen Stories, 

Modern Romances) 

Modern Screen 247,908 482,952 92 179 

Screen Stories 44,973 88,999 48 95 

Modern Romances 246,012 189,012 117 88 
Photoplay 1,596,090 1,770,147 590 685 
Nation’s Business 1,524,084 1,409,446 450 486 
True 1,432,365 1,320,103 433 573 
American Legion 1,414,498 1,301,874 200 222 
Pathfinder 1,324,820 991,803 483 364 
Today’s Woman 896,425 482,296 336 231 
‘Ideal Women’s Group 882,311 892,602 — — 

Movie Stars Parade 7 noo 363 373 

Movie Life -— — 362 371 

Personal Romances — —— 427 324 

Intimate Romance —- — 272 — 
‘Liberty 852,797 1,814,607 234 578 
National Comics Group 800,400 652,800 213 172 
True Romance 719,869 732,887 455 480 
Mechanix Illustrated 809,511 695,729 930 849 
Calling All Girls 544,163 522,918 288 299 
Sporting News 531,144 — 2,633 -- 
Screenland Unit 523,000 656,000 240 310 

(Composed of Screenland, 

Silver Screen) 

Holland’s 511,649 487,605 249 247 
Motor Boating 487,474 480,975 1,116 1,233 
Pic 475,940 442,973 270 284 
Scholastic 439,543 477,495 237 261 
Boys’ Life 435,836 499,314 216 243 
| ‘Coronet 432,500 ae 100 — 
|Radio & Television 

Mirror 429,967 316,823 393 429 
Marvel Comics 403,700 181,900 169 64 


1948 1947 1948 194° 
Publication Revenue Revenue Pages Pages 
Country Gentleman $ 9,026,968 $ 7,115,091 1,216 1,033 
Farm Journal 8,067,282 6,424,855 1,180 1,007 
Successful Farming 3,702,981 3,317,012 1,144 1,046 
Progressive Farmer 3,440,075 2,887,594 876 TAT 
Capper’s Farmer 2,892,747 2,472,473 650 585 
Southern Agriculturist 1,660,438 1,500,385 470 437 
Prairie Farmer 1,273,884 1,265,181 752 764 
Wallaces’ Farmer & Iowa 
Homestead 1,174,133 1,058,213 792 7:6 
The Farmer 1,083,841 953.566 694 #4 
Poultry Tribune 804,058 852,408 542 515 
Hoard’s Dairyman 771,255 —_— 495 — 
American Poultry Journal 694,728 751,921 443 7 
California Farmer 685,773 418,585 681 65 | 
Wisconsin Agriculturist 677,586 589,060 561 547 
Nebraska Farmer 647,706 529,964 816 764 
Ohio Farmer 553,376 571,939 548 572 
Dakota Farmer 469,208 387,864 666 561 
Michigan Farmer 463,852 458,768 498 4:9 
Southern Planter 432,834 405,565 359 3i 1 
Southern Farmer 421,967 243,803 130 1(4 
Farm & Ranch 414,464 434,900 451 46) 
Pennsylvania Farmer 499,781 427,317 440 465 
Western Farm Life 367,699 335,208 752 707 
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Advertising Age, February 28, 1949 


1948 1947 1948 1947 

Publication Revenue Revenue Pages Pages 
armer Stockman 360,217 326,842 373 361 
ansas Farmer 341,666 327,260 462 446 
-merican Agriculturist 337,191 375,666 359 360 
.merican Fruit Grower 284,877 245,078 360 327 
apper’s Weekly 273,026 307,198 90 103 
Jissouri Ruralist 272,993 275,183 371 375 
Vestern Livestock Journal 244,800 257,600 1,224 1,288 
lectricity on the Farm 240,000 205,000 227 212 
sreeder’s Gazette 188,487 168,641 262 275 
‘he Cattleman 180,020 172,589 1,125 1,099 
Kentucky Farmer 178,600 159,500 244 236 
National Live Stock Producer 135,211 131,569 109 113 
Better Farming Methods 114,222 94,856 369 353 
Pacific Poultryman 106,370 45,533 302 200 
\gricultural Leaders’ Digest 79,623 67,223 294 250 
Western Dairy Journal 78,300 84,450 523 563 
Utah Farmer 70,579 59,061 397 308 
‘hio Farm Bureau News 62,370 52,920 198 168 
rregon Grange Bulletin 59,605 57,204 173 165 
Colorado Rancher & Farmer 58,262 16,668 302 87 
California Grange News 55,092 50,369 333 268 
setter Fruit 50,900 58,384 215 290 
Missouri Farmer 43,355 34,119 101 89 
Cooperative Digest 32,560 30,065 196 205 
Dairymen’s League News 27,630 33,490 102 126 
Carolina Co-Operator 26,547 22,809 136 131 
Michigan Farm News 13,508 15,241 27 25 


‘1947 figures are for nine months only. 
* Began publication Sept. 13, 1947. 


Wynn Sales Triple; 
1949 Newspaper Ad 
Budget Is Doubled 


Azusa, CAL.—Chestien Wynn, a 
lubrication research chemist, de- 


veloped a formula for a new crank- 


case additive oil back in 1939 and 
began manufacturing it in a small 
Los Angeles garage. 

By 1946, sales had increased to 
the point where Chestien and Carl 
E. Wynn decided to make a bid 
for national distribution. They 
built a $200,000 plant here at 
Azusa, began introducing Wynn’s 
Friction Proofing Oil market by 
market with the help of local 
newspaper campaigns, paid for the 
building out of sales by last Oc- 
tober, and have just doubled the 
ad budget for this year. 

For the past decade, most motor 
oil manufacturers have sought to 
improve the heat-resistance, lubri- 
cation and other properties of 
automotive lubricating oils by in- 
troducing certain additives to the 
basic oil. However, the additives 
used vary according to brand 
name, 

Mr. Wynn developed his Fric- 
tion Proofing Oil to penetrate the 
top portions of the cylinder cham- 
bers and provide lubrication be- 
tween the tightly fitting cylinder 
walls and cylinder head, thus re- 
ducing friction and, he claims, 
lengthening motor life. 


The local advertising drives, 
‘hich have run in more than 100 
vspapers in eight markets to 
ate, were kicked off with a 1,000- 
ner headed: “Even a burro knows 
en a jackass is the driver!” 
‘he ad showed a smali burro sag- 
g under a fantastic load and 
WwW a parallel between the rider 
a) d the man who, often unknow- 
ly, overloads his engine. 

fo merchandise the ads, the 
nns and J. T. Crossley Co., the 


agency, drove an overloaded 
donkey down the main streets of 
the cities in question and arranged 
to have local law-enforcement of- 
ficers give the rider a ticket. The 
newspapers, in most cases, obliged 
by running a cut of the incident in 
the news columns. 

The remainder of the drive in 
each market consists of one-col- 
umn voluntary testimonials of 
service station and garage owners. 
As a result of the satisfactory re- 
sults (sales averaged three and 
four times expectations), the com- 
pany’s newspaper budget has been 
more than doubled. 

Markets where the product is 
scheduled for introduction include 
Chicago, Cleveland, Dallas, Des 
Moines, Detroit, Jacksonville, Lin- 
coln, Neb., Minneapolis, Portland, 
Omaha, New York, Philadelphia, 
Salem, Ore., Seattle, St. Louis, 
Tacoma, Topeka and Wichita. 


Insta-Curl Maker Files 
$1,000,000 Damage Suit 


Beauty Factors, Inc., Beverly 
Hills, Cal., maker of Insta-Curl, 
has filed a $1,000,000 suit in Los 
Angeles superior court charging 
unfair competition against Fran- 
ces Larson and Louise McMahon, 
described as a co-partnership op- 
erating under the names of Tintz 
Co. and Minit Curl, Chicago, and 
other individuals. 

Beauty Factors, 
similar $1,200,000 suit against 
Howe Lewis Co., Los Angeles, 
asked the court to restrain the de- 
fendants from imitating the pack- 
aging, marketing and advertising 
of Insta-Curl, the first hair curl- 
ing preparation to hit the market 
(AA, Nov. 15 and 22, °48). The 
suit asks general damages oi 


which filed a 


$500,000 and punitive damages of a}|j me 


like amount. 


Tunison Joins Sackheim 


Lester B. Tunison, former vice- 
president of Liberty, New York, 
has joined Maxwell Sackheim & 
Co., New York, as an account ex- 
ecutive. 


Fort Wayne 


Outranks Chicago 


“Windy City!"’ Disposable income per family in Fort 
Wayne is bigger than in Chicago. 
$6,757. Chicago: $6,265. Among U. S. cities: Fort 
Wayne 7th highest; Chicago 26th. 


Home Coverage: 99% of City Zone 
plus 43% of Retail Trading Zone 


The News-Sentinel 


Fort Wayne, Indiana 


ALLEN-KLAPP CO.... NEW YORK... 


Fort Wayne: 


CHICAGO . .. DETROIT 


HOW IT WORKS—Wieboldt’s, Chicago 
department store chain, ties up with the 
Saturday Evening Post ‘Democracy Works 
Here” program with this full-page news- 
paper ad, featuring “democracy centers” 
in its stores, and comparative foreign 
prices on the items advertised. 


$225 Display Piece 
Nets Fabric House 
$50,000 in Orders 


New YorK—A. M. Perlman, Inc., 
rayon converter, recently sent out 
a novel combination direct mail 
and display piece to _ buyers 
which brought in $50,000 worth 
of blouse orders at the retail level. 
The company estimates orders 
would not have exceeded $10,000 
had an ordinary notice gone out. 

Items made from Perlman rayon 
prints are made known to buyers 
through Associated Merchandising 
Corp., a cooperative buying or- 
ganization with stores in 24 cities 
throughout the country. Buyers re- 
ceive memos from this firm tell- 
ing them about new merchandise. 

The manufacturer’s problem is 
to make sure the buyer doesn’t 
overlook his product in the process 
of reading those numerous memos. 
When the Perlman company re- 
cently wanted buyers to sit up and 
take notice of new Paris styled 
print blouses, it used its own new 
Foto-Fab process for the direct 
mail and display piece. 


s Foto-Fab is a process for putting 
photographic reproductions on tex- 
tiles. Perlman used it on a large 
rayon scarf, giving buyers all the 
information usually given on the 
memo. In addition, photos of Paris 


| 


landmarks made up the border of 
the scarf. About 150 of these 
scarves were sent out by Perlman 
at a cost of $225. 

The process, which prints by 
means of light passing through a 
negative on to sensitized cloth, is 
color fast, sunproof, washproof 
and may be used on rayon, cotton, 
linen, silk or textured materials. 


WPAT to Increase Power 


The FCC has approved the ap- 
plication of WPAT, Paterson, N. 
J., for a power increase from 1,000 
to 5,000 watts. James V. Cosman, 
general manager, said work will 
be started immediately on an ar- 
ray of four towers on WPAT trans- 
mission site, which will take four 
to six months to complete. Per- 
mission for 24-hour broadcasts 
was included. Both WPAT and 
WNNJ-FM are owned by North 
Jersey Broadcasting Co., subsidi- 
ary of the Herald-News, Passaic, 
N. J. 


21 


Auto-Lite Promotes Butts 


H. R. Butts, division manager of 
the merchandising division in Chi- 
cago and Dallas, has been named 
general sales manager in charge of 
the merchandising division of 
Electric Auto-Lite Co., Toledo. 
Mr. Butts succeeds F. A. Nealon, 
who has resigned. 
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Raleigh Coupons 
Are Here Again, 
B&W Announces 


LovuIsvVILLE—A wartime casualty, 
those once-familiar Raleigh cigaret 
coupons and premiums, was re- 
vived last week after months of 
speculation and rumor, repeated 
company denials and dealer pres- 
sure for the merchandising plan. 

T. V. Hartnett, president of 
Brown & Williamson Tobacco 
Corp., announced the reintroduc- 
tion of coupons, explaining that 
enough high quality, nationally ad- 
vertised merchandise is now avail- 
able to make the premium plan 
“once more practical and popular.” 

In a lengthy statement, however, 
he declared that the coupons are 
made possible “by reductions in 
advertising expenditures and our 
willingness to accept a smaller 
margin of profit than the usual 
rate for the industry.” 


a While Mr. Hartnett did not ex- 
pand on that explanation, a spokes- 
man for Russel M. Seeds Co., Chi- 
cago agency which handles all 
Raleigh advertising, pointed out 
that Brown & Williamson isn’t 
slashing its ad budget, but is pro- 
moting the brand at a rate some- 
what below the pace set by other 
nationally advertised brands. 

To plug the news that “Coupons 
are back on the Raleigh pack,” the 
company is using its weekly “‘Peo- 
ple Are Funny” program on the 
full NBC network; an extensive 
schedule of selective radio an- 
nouncements featuring Bill Stern; 
and full-color spreads in the Sun- 
day magazine sections of 46 news- 
papers. 

The B&W formal announcement 
bore out trade reports last month 
(AA, Jan. 17) that a new “903” 
slip which the company began 
packing in Raleighs during Decem- 
ber would eventually be redeem- 
able. The company announced that 
the coupon-size inserts, featuring 
the Raleigh “moisturized” story 
and bearing “Form 711” at the 
bottom, will be honored as coupons 
until regular coupons have reached 
all markets. 


a The company at present will 
open no premium stores, which it 
operated before the war, but is ex- 
pected to include them eventually 
in the plan. In the meantime, con- 
sumers will be invited to write 
Raleigh for a new full-color prem- 
ium catalog showing an assortment 
of more than 50 available prem- 
iums. These include a wide as- 
sortment of products, many of 
them well-known brand names in 
their respective fields. The list 
includes Westinghouse electric 
irons and heating pads, Oneida 
Community Plate silverware, 
Toastmasters, Presto pressure 
cookers, Eversharp pen and pencil 
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sets and Repeater pencils, Schick 
electric shavers, Hammond elec- 
tric clocks, etc. 

| Despite trade speculation, Brown 
|& Williamson officials said last 
‘fall that the coupons wouldn’t be 
back for many months to come, 
and in December stated that, al- 
though dealers were asking for the 
premium setup again, plans were 
still highly indefinite. The prem- 
ium plan, introduced in Septem- 
ber, 1932, was dropped late in 
1943 on both Raleigh and mentho- 


lated Kool cigarets because of war- 
time conditions and the lack of 


acceptable premiums. B&W did 
not indicate whether Kool coupons 
will return later. 


Hitchcock Names Hogren V. P. 


Vincent C. Hogren, business 
manager, has been promoted to 
a vice-president of Hitchcock Pub- 
lishing Co., Wheaton, Ill. Prior to 
joining Hitchcock five years ago, 
he was advertising and sales pro- 
motion manager of Acme Steel Co., 
Chicago. 


R&R Named by Emery 


Thomas Emery’s Sons, Inc., has 
appointed Ruthrauff & Ryan, Cin- 
cinnati, to handle advertising of 
the Netherland Plaza and new 
Terrace Plaza hotels, Cincinnati. 
R&R handles the account of Emery 
Industries, Cincinnati. 


Concert Names Fliesler 


Joseph R. Fliesler, former assist- 
ant promotion manager of Look, 
New York, has been appointed pro- 
motion director of National Con- 
cert Magazines Group, New York. 


Advertising Age, February 28, 1:49 


Elects Laurie and Maxon 


William Laurie Jr., vice-presi- 
dent and account executive, an 
Lou Alin Maxon, on the merchen. 
dising staff, have been elected 1 
the board of directors of Max: 
Inc., Detroit. 


Stewart Appointed A. M. 


J. Howard Stewart, forme), 
with Readinger Corp., Philadelp) is 
agency, has been appointed adver- 
tising manager of Buchan Loos 
Leaf Records Co., Clifton Heights 
Pa. 


ree. ee 


In 1949 


four million dollars. 


market facts today/ 


MARKETS 


Seattle’s Alaskan Way Viaduct is 
already begun. When completed in 
1950, it will siphon 25,000 vehicles per day off Seattle's 
downtown streets by providing an express way for through 
traffic. Facing this double deck highway is the new Seattle 
Post-Intelligencer’s plant — 


These are the kinds ot changes taking place daily, not 
only in Seattle, but in markets across the country. Changes 
in traffic routing that mean changes in warehousing, in 
service station locations, in garages, in shopping centers, 
in restaurants. Changes that are important to you in this 
market and in every market. Because yesterday’s sales 
program won't produce today’s sales .. . you need today’s 
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|winners of the “Parade of Prog-| Vern G. Carrier, assistant adver- | Llewellyn Names Punter | j 
1 BNF Sets Annual ress” brand name quiz contests in| tising manager, Esso Standard Oil E. mw Punter, formerly with RKO Plans Split 
e- i. . their respective communities dur-|Co.; Lawrence E. Moses, adver-|Dravis Draney Co., Vancouver, B. | 7 s 
Zs Meeting at Waldorf ing the can year will compete for|tising manager, Phillips-Jones on Lag ay fag arn Agency, |al0 Two Units 
erche ne national honors at the luncheon|Corp.; H. Ford Perine, merchan- | Seattle, has BD pamed account| New York—Radio-Keith-Or- 
ected t bre | aan nadie aa ~ meeting. dising director, Life; J. Sherwood Soiline af tinetins Abouieina pheum Corp. has announced to 
Max: eld at the Waldorf-Astoria Hotel| Five clinics are scheduled for the | Smith, president, Calkins & Hol- Agency, Tacoma, Wash. stockholders a plan of reorganiza- 
ere on April 12. Ivor Kenway,| afternoon session with discussions | den, and George T. Sweetser, pub- tion designed to separate theater 
7 ice-president of American Broad-|ranging from the turnover of|/isher, Esquire, Inc. Atkinson to ‘Farm Journal’ pce et ag production and 
ar isting Co., is chairman of the|brand merchandise at the retail N Hell J. Harold Atkinson, formerly in ree edechenn Special meeting of 
| i rand Names Day committee. level to the economic and social |4¥@™mes Beaumont. Heller , the Philadelphia office of Roche, poi mm nme = - — oe 
adelp) ia pnt opal ‘ asia ‘all henenie Stover Lock Nut & Machinery | Williams & Cleary, has been named | COrporation’s office in Dover, Del., 
i adver- The annual business an ard | story back of brands. Corp., Easton, Pa., has placed its | production manager for the promo-| on March 28 to pass on the plan. 
n Loos ( directors meetings are sched-| Serving with Mr. Kenway on the | advertising with Beaumont, Heller | tion department of Farm Journal| ‘The reorganization, said Ned E 
Heights ed for the morning. Five local| Brand Names Day committee are: | & Sperling, Reading, Pa. and Pathfinder, Philadelphia. Depinet, president, would follow a 
decision of the United States Su- 
a preme Court, which ordered RKO 
and other major movie producers 
to end “all joint interests and 
pooling arrangements in theaters 
between defendants and other ex- 
hibitors, ordered a ‘fresh’ con- 
sideration by the lower court as to 
the legality of retention by the 
defendants of particular theaters, 
and ordered the lower court to 
; , f reconsider the question of whether 
3 the theater operating business 
| fe should be separated” from produc- 
HEARST ADVERTISING SERVICE | (000d THE CHANGING MARKETS ==: 
ae .Y Under the RKO plan, two new 


H.A.S. men have their fingers on the “sales pulse” of the 
ten major markets across the country which they repre- 
sent. They've charted, classified, evaluated these markets 
block by block. Know the changes taking place constantly 
as population shifts, as retail areas move, as traffic is re- 


routed, as buying habits change. 


As a result, H.A.S. men are ready to provide sales and 
advertising executives with the important sales-changing 
of local markets. Ready with the amazingly complete 


Sales Operating Controls, a graphic visualization of 9 


SALES OPERATING CONTROLS 
Specific, flexible, practical, usable — a graphic 
visualization of each of nine great markets. 
541,604 city blocks walked and analyzed for 
sales operating . . . 445,456 retail outlets located 


COMMODITY SURVEYS 


Spotlight the distribution and sales 
rank of leading commodities among 
retail outlets in ten Hearst cities. 


TEN MARKET STUDY 


commodities. 


STRATEGIC MARKETING AIDS 


ket and its parts. 


great markets. Ready with Commodity Studies which 


provide spotlight marketing data on grocery store 


Add to this the resources of Hearst Newspaper Research 
and Marketing Departments in markets that annually turn 
in 22% billion in retail sales. These are the reasons why 
Hearst Advertising Service has proven helpful to so many 
sales and advertising executives. Perhaps, we can be of 
service to you. To investigate the possibilities, call or write 


the H.A.S. man nearest you today! 


and classified on routed lists . . . 3,037 shopping 
centers and streets located on maps — to enable 
you to evaluate the sales potential of each mar- 


MARKET ANALYSES 


Market detail on population, sales, indus- 
tries and other characteristics including 
comparative coverage of all newspapers 
in each of ten markets. 


AUTOMOTIVE STUDY 


companies would be formed—one 
of which would acquire the corp- 
oration’s theater assets and the 
other all RKO’s remaining assets, 
in production and in certain cash. 

Each stockholder would receive 
one share of common stock in each 
of the new companies for each 
RKO share surrendered. RKO 
would be dissolved on Jan. 31, 
1950. 


Launches Lux-eez Campaign 


Holeproof Hosiery Co. of Canada, 
London, Ont., has launched a cam- 
paign for its Lux-eez, a new kind 
of garter brief, in daily newspapers 
from coast to coast. The drive will 
run until the latter part of June. 
J. J. Gibbons Ltd., Toronto, is the 
agency. 


WKRC-TV Appoints Read 


Roger B. Read, formerly on the 
sales staff of WSAI, has joined 
Station WKRC-TV, Cincinnati, as 
the first member of the television 
sales staff. The station will start 
test patterns on March 6 and com- 
mercial telecasts on April 1, with 
approximately 30 hours a week 
available for sale. : 


Appoints Plasencia 


Joseph Plasencia has been ap- 
pointed director of the export de- 
partment of Colonial Electric Prod- 
ucts, Inc., East Paterson, N. J. 


Wile tor your copy of 
STANDARD 
MARKET DATA 


Indicates consumer likes, dislikes, buying 
habits, shopping habits and brand prefer- 
ences for various commodities. Sponsored 
by Hearst Newspapers in ten major 
markets, conducted by Alfred Politz 
Research, Inc. 


Includes general characteristics, | 
vacation activities, product rank at 
consumer level for general household 
items, food items, cosmetics and toi- 
letries in ten major markets. 


Prepared and conforming with STANDARD 
MARKET AND NEWSPAPER FORMS of 
the Bureau of Advertising, A. N. P. A., and 
American Association of Advertising Agen- 
cies this data sheet gives you the authentic 
new figures and facts on the Asheville North 
Carolina Market. 

ET Gast cisaasesdiceets $242,605,000* 
Annual Gross Buying.......... $407, 840,000* 
For your copy of STANDARD MARKET 
DATA FORMS, Route Lists, Trade Infor- 
mation, and Surveys write to the Adver- 

tising Director 


*Sales Management — 1947 —Survey of : 
Buying Power 


KNOW YOUR NEWSPAPER MAN TO KNOW YOUR MARKETS 


Hearst Advertising Service 


Herbert W. Beyea, General Manager . 959 8th Avenue, New York 19, N. Y. 


Los Angeles Examiner 
Chicago Herald-American 
Seattle Post-Intelligencer 


Detroit Times 
Boston Record-American Advertiser 
Albany Times Union 


Offices in principal cities Baltimore News-Post American 


representing Pittsburgh Sun-Telegraph 


New York Journal-American San Francisco Examiner 
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President's Plan Interests 
Business in Foreign Markets 


WASHINGToN—Judging by the 
scramble for seats on the band- 
wagon, a lot of businesses see op- 
portunities in President Truman’s 
famous “Point Four.” Still in the 
planning stage, it is expected to 
involve attractive terms for invest- 
ments abroad and the assignment 
of competent production and mer- 
chandising men in overseas posts. 

Since 1939, the Agriculture De- 
partment has encouraged the “ex- 
port” of agricultural techniques 
and equipment to Latin America. 
These programs, accomplished 
without any implication of dollar 
diplomacy, will be expanded to 
take U. S. agricultural methods 
and equipment to all parts of the 
world. 

The form of industrial activity 
remains undetermined. The Pres- 
ident has indicated that the peo- 
ples of the backward areas must 
have a stake in whatever is built. 
But at the same time, there un- 
doubtedly will be incentive for 
U.S. companies to operate in parts 
of the world they previously ig- 
nored. 

To cite a minor example, Com- 
merce Department estimates that 
the drug industry currently con- 
centrates 56% of its exports in 
Latin America and completely ig- 
nores fourteen-fifteenths of the 
world’s population. By participat- 
ing in plant construction in “back- 
ward” areas, and by supplying 
U. S. promotional skill, the drug in- 
dustry supposedly would consider- 
ably surpass its present $200,000,- 
000-a-year export rate. 


Top government officials feel 
current ‘“dis-inflation” will be 
short-lived. Behind their thinking 
are lists of programs... billions 
of government dollars earmarked 
for new arms programs, overseas 
aid and public works. Though con- 
sumer goods industries are ad- 
mittedly in a slump, the govern- 
ment experts feel the new pro- 
grams for rearming Western Eu- 


"Like these 
Bothering you NOW? 


© iS OUR PACKAGE AND 
PRODUCT WELL DESIGNED? 


® WHO ARE OUR CUSTOMERS? 
® WHAT MAKES THEM BUY? 
@ WHERE ARE THEY? 


© 1S OUR ADVERTISING GEARED 
TO OUR MARKET? 


® ARE WE STRESSING THE 
RIGHT PRODUCT FEATURES? 


© WHAT KEEPS SOME PEOPLE 
FROM BUYING? 


You can get definite answers to these 
questions and honest ways to find them 
at minimum cost. Don't guess these days 
—send for our booklet “Act on Fact," or 
better still, wire, write or phone for one 
of our officers to counsel with you at no 


obligation. 


GOULD, BROWN & ah 


_ PHONE: WAbash 2-7604 | 


By STANLEY E. COHEN, Washington Editor. 


rope and exporting productive 
equipment to backward areas will 
assure high employment, produc- 
tion and income. 


Though the programs them- 
selves are undoubtedly worth 
while, in the economic sense, this 


is pump priming on a massive 
scale. One trade association exec- 
utive, a rock-bound Republican, 
assayed the situation this way: 
“They have put floors under farm 
prices, and subsidies under ex- 
ports. In fact, the New Deal has 
practically outlawed depressions.” 
aes 

Federal Trade Commission is 
seething with internal hard feel- 
ings over the handling of trade 
practice rules for the cosmetic and 


toilet goods industries. The trade 
practice rules division under Hen- 
ry Miller worked nearly a year de- 
veloping the system of “substitute 
benefits” which had been proposed 
for dealers who are unable or un- 
willing to use demonstrators. The 
plan had tentative approval from 
the commissioners, and wide ac- 
ceptance in the industry when the 
lawyers of the litigation division 
issued their last-minute blast. The 
commission may have to call 
another hearing on the rules. But 
at this point it is a good bet that 
the cosmetic industry will get a 
system of substitute services in 
line with Henry Miller’s workable 
formula. 
aes 


Commerce Department investi- 
gators report at least two prefab 
home builders at last in quantity 
construction. Sent out by Secre- 
tary Charles Sawyer to determine 
whether prefab builders will use 
the 53,000 tons of steel authorized 
sunder voluntary allocations pro- 
grams, investigators say Lustron 


and Reliance homes will meet 
commitments. Both companies are 
assured steel through April 30, 
and it is virtually certain that Mr. 
Sawyer will see that they have 
steel beyond that date. 


It becomes increasingly evident 
that the administration has no in- 
tention of getting into unnecessary 
conflict with the publishing in- 
dustry. There may be differences 
of opinion over the justification 
for existing second class postage 
rates, but when it comes to wage 
and hour laws, for example, spec- 
ial provisions have been included 
to exempt newspaper carriers. And 
in the omnibus “Economic Stabili- 
zation Act of 1949,” the admin- 
istration price control bill intro- 
duced by Rep. Brent Spence (D., 
Ky.) last week, only one commod- 
ity is exempt from “stand-by” 
price control and rationing. That 
commodity: newspapers, maga- 
zines, books and press services. 

seen 


It is easy to over-sanctify the 
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proposals of the Hoover Comm s. 
sion, currently outlining its blue. 
print for reorganizing the gover )- 
ment. Experts can disagree as 
much as anyone else when it com es 
to recommending the form in 
which government agencies shou | 
be set up. In fact, the Hoovy 
Commission itself is often sp i 
on a particular proposal. Its 1 >- 
port on the Post Office Depart. 
ment has a lot less to say abo it 
the department cost ascertainme 1 
system than some commissi in 
members considered justified. Aid 
its report on the State Department 
suggests that the “Voice of Amer- 
ica” remain in the department, 
though its task force investigators 
reached the opposite conclusion 
that “Voice of America” should be 
handled by a separate government 
corporation. 


Names Clark & Rickerd 


Ross Operating Valve Co., De- 
troit, has appointed Clark & Rick- 
erd, Detroit, to handle its adver- 
tising. Trade publications will be 
used. 


For twenty-five years there was no more 
eager beaver in business than Bill Whitely. 


ep! Freeze... 


newspapers... 
pages... 


have more advertising and more 
take more time and energy to read. 


At college, Bill was the only man in his 
fraternity house who read all the Alexander 
Hamilton Institute books all the way through. 

During the years he was moving ahead in 
his company, business magazines filled much 
of his brief case, nights and weekends. 

The war boosted both the company and Bill. 
The company came out in fine shape, but Bill 
found himself another over-fifty, over-weight, 
Overtired executive, with bi-focals and almost 
grown family he didn’t know very well. 

Now his off hours are taken up by television, 
mystery stories, movies and other time-killing 
devices he once disdained... And most of the 
business publications go into the big side drawer 
of his desk that his secretary calls ‘the Deep 
Freeze”. . . usually to emerge weeks later in 
the Outgoing tray! 


Tut Deep Freeze is a factor that must be 
faced by all advertisers to the business markets. 

New problems and conditions take more of 
the business man’s time, energy, thinking. 

Business publications and all periodicals, 


Something has to give somewhere. With 
more to read, less time and energy for reading 
.-more and more business men these days 
settle for Nation’s Business. And the advertiser 
to business might profitably do the same! 


Nation’s Buswess is not a substitute for 
your newspaper, trade bulletins, or the New 
York Stock Exchange ticker . . . specializes in 
intelligence rather than information. 


In a world where too much is going on... 
knowing what happened yesterday is not as 
important as understanding why it happened. 
Effects are obvious, causes often anything but 
.. Nation’s Business elects to scale the forest 
rather than cut down a tree... to appraise in 
advance rather than view-with-alarm later. It 


Common stock ... must be bought by 
the middle-incomed ...see “Speculate or 
Stagnate,” by Francis Adams Truslow. * 


“The Prudent Man’s Last Stand,” 
passing of the Boston trustee and personal 
estate management. . . by Milton Lehman. 

Only as old as you eat!... Effects of 
age may be due to diet deficiencies... food 
for old people promising new industry... 


Read “Baby Food for Methuselah,” by 
Peter J. Whelihan. 


Business statistics. . 
soft line price breaks spread to 
but government economists 
still fear inflation rather than deflation... 
see Management's Washington Letter... 
plus a dozen additional stimulating articles 
in the March Nation’s Business. 


business... 
hard lines... 


.are better than 
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TV Viewers Pick 


3erle, Sullivan 
and ‘the Godfrey’ 


New YorK—Milton Berle (Tex- 
.co), Arthur Godfrey (Lipton’s 
ea and Chesterfield) and Ed Sulli- 
an (Emerson) are the viewers’ 
urrent favorite TV stars. Berle 
s an NBC attraction, the other two 
‘BS personalities. 

These three, with scores of 92, 
80, and 80, respectively, were tops 
vith the audiences during the last 
veek of January, according to 
Audience Research, Inc. 

(This popularity poll included 
38 network performers. Local tal- 
ent was not included since the 
tudy covered all available mar- 


K ets. ) 


Others who pleased were, in 


order: 

Paul Winchell and his sidekick, Jerry 
Mahoney (Bigelow), NBC 

Morey Amsterdam (sustaining), CBS ....66 

Dunninger (Bigelow), NBC 64 


Phil Silvers (Arrow), NBC  o........cccccccceseeees 63 
Lanny Ross (Swift), NBC ..........c.cccccssseree 51 
Howdy Doody (Mason), NBC ..............000 45 
Bert Lytell (Philco), NBC  .........ccccccsccsssees 42 


Meanwhile, Pulse, Inc., announ- 
ced that in December and January, 
New York viewers preferred com- 
edy-variety, followed by drama, 
kid shows, quiz programs and 
sport events. 


To Commercial Illustrators 


Marshall B. Cutler, formerly in 
charge of advertising and sales 
promotion of J. P. Smith Shoe Co., 
is joining Commercial Illustrators, 
Chicago, on March 1. He will head 
a new department which will 
serve in the creation, planning, 
writing, illustration and production 
of sales promotional pieces and 
direct mail campaigns. 


Roseman Joins Griffon 


Irwin H. Roseman, former ac- 
count executive of Chernow Co., 
New York, has been appointed ad- 
vertising director of Griffon Cut- 
lery Works, New York. 


o |Canada Foils Names Agency 


Rutland, Gilchrist & Clem, Ltd., 
Toronto, has been appointed to 
direct the advertising of Canada 


Foils Ltd. 


Poe TT 


"@% NET SALES INCREASE DURING DISPLAY PERIOD 


YALE & TOWNE PRODUCTS 


| 113% 


SQUIBB DENTAL CREAM 


JOHNSON’S WAX PRODUCTS 5 


WHAT DISPLAYS CAN DO—The Point-of-Purchase Advertising Institute, New York, 
shows, in this chart, results of simultaneous tests of eight nationally. advertised 


products, indicating that window displays 
period 


increased sales 20% to 113% during the 
studied. 


Whitehall Names Parodi 


Julian E. Parodi, former overseas 
branch manager of the Whitehall 
Pharmacal division of American 
Home Products Corp. in Colombia, 
has been appointed export sales 
manager of the Whitehall division. 


Hickerson Names Bedell 


Frank F. Bedell, formerly with 
the advertising department of the 
New York Telephone Co., has been 
appointed manager of the Wash- 
ington, D. C., office of J. M. 
Hickerson, Inc. 


is more concerned with the long trend than the 
quick turn or quick dollar . . . with helping to 
make events make sense to business men. 
Inflation, Russian aims, national defense, 
ECA, raw materials supply, Ruhr restoration, 


labor legislation, government finances. ..most 
of the headlines that make headaches . . . were 
briefed by Nation’s Business three to twenty- 
four months ago. Its readers know of important 
developments in time to do something about 
them... which is why Nation’s Business has 
gained readers and respect the past ten years. 

Issued monthly, it doesn’t gang up on you, 
can be read at yourconvenience. And everything 
in it is worth reading, written and edited for 
easy reading by non-experts. 


Wiru more than 650,000 circulation... 
Nation’s Business influences the majority of 
the men who influence the nation’s business .. . 
offers the advertiser more coverage in the whole 
field in every classification ... is the easiest, 
most economical means of sending a sales 
message where it counts most! ... Maybe you 
ought to know more about Nation’s Business? 


Call any office. 


NATIONS BUSINESS 


WASHINGTON, NEW YORK, CHICAGO, DETROIT, CLEVELAND, SAN FRANCISCO AND LOS ANGELES 


Admiral Plans 
for Second Fall 
Television Show 


Cuicaco—Admiral Corp. is so 
well-satisfied with the New York 
response to its “Broadway Revue” 
television show that it has made 
tentative plans for an additional 
TV program this fall. On its open- 
ing night, the “Revue” ended up 
in third position on a special Hoop- 
er survey and has pulled reams of 
pleasant commentary since that 
time. 

No decision as to the specific 
program for the fall has yet been 
made, but Kudner Agency, which 
handles television and radio media 
work for the company, has been 
given the green light for making 
arrangements. 

The bulk of Admiral’s $8,000,000 
budget this year, however, will 
go into newspapers, as in past 
years. The actual estimate is $6,- 
000,000 (television probably will 
get more than $900,000). The 
newspaper copy will boost the en- 
tire line of ranges, refrigerators, 
radios, television sets and com- 
binations. 


aw The company estimates sales 
this year will be double the $48,- 
000,000 of 1948 and the advertis- 
ing appropriation in °49 will be 
more than three times the $2,500,- 
000 spent in 1947. 

Much of the newspaper copy is 
placed on a cooperative basis, al- 
though Admiral introduces all 
new products with factory-paid 
insertions, and uses its own funds 
to aid smaller dealers. 

In 1949, the co-op ads will be 
used extensively to boost its es- 
timated sales of 400,000 television 
sets, which will provide about 
60% of the total sales volume. 

Most recent promotions have 
pushed two new items, the two- 
speed radio-phonograph combina- 
tion, and the television, radio, two- 
speed phonograph combination, 
with space ranging from 1,000 
lines to full pages. 

In addition to Kudner, Admiral’s 
promotion via magazines and 
newspapers is handled through 
Cruttenden & Eger, while Tatham- 
Laird directs the campaigns for 
the company’s ranges and refrig- 
erators. 


Facts at a Glance 


Boardmaster Visual Control 


A valuable time saving tool for promot- 
ing Greater Efficiency. Your operations 
in Full View, period by period, spotlighted 
by Color. Type or write on interchange- 
able cards and anchor on board. A flex- 
ible traffic control for Production, Sched- 
uling and many other uses in every 
business. Compact, attractive, made of 
Aluminum. Complete price $49.50. 


FREE Write for BOARDMASTER FOLDER 
Giving Full Details 


GRAPHIC SYSTEMS 
55 West 42nd St., New York 18 
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LETS GO/ IVE 
A DATE 
WITH A SUPER 
NEWSPAPER, 
MARCH 27 


You Ought to Know 
Both Marion Harpers 


Father Gave His Son 
Start in Advertising 
by Door-to-Door Route 


By LAWRENCE M. HuGHES 


New YorkK—Marion Harper Jr. 
gives credit to a lot of people for 
the fact that at 32 he has been 
elected president of McCann- 
Erickson, Inc., $54,000,000-a-year 
international advertising agency. 
One of them happens to be his 
dad. 

In 11 years at McCann-Erickson, 
the younger Marion Harper has 
followed primarily the research 
route. On the other hand, the older 
Marion Harper has been engaged 
in research as a fulltime occupa- 
tion only in the last five years. 


Before that he was a sales and! 


advertising executive with various 
large companies, a principal of 
several advertising agencies, a 
magazine space salesman and a 
newspaper man. 

But for both of them, whatever 
the jobs or the titles, the ferreting 
out of facts has been and is a ma- 
jor concern. 


es Their only joint research job 
was done a dozen years ago in 
Bucks County, Pa., when under 
Marion Sr.’s direction Marion Jr. 
went from door to door to find 
whether farm families preferred 
lard or hydrogenated shortening. 
The father was then an owner of 
Compton Advertising, Inc. The 
subject of all this legwork was 
Procter & Gamble’s Crisco. 

Since then the two Harpers 


CENTENNIAL OF THE 


CALIFORNIA - 1849-1949 


National Representatives . . . O'Mara & Ormsbee, Inc. 
New York 


* Les Angeles * Detroit * 


os 


ce latchy 


Chicago 


... lhe California without the 


illion ollar alleyofthe ees 


OU’RE in for a disappointment, too, if you plan your 

California coverage without the Billion Dollar Valley 
of the Bees. For one thing, you'd miss a good share of 
California's population. There are a half-million more 
people in the Valley than in either of the metropolitan 
markets of San Francisco or Oakland. And you'd miss the 
Valley $214 Billion in buying power, which is more, for 
example, than all of Connecticut’s.* 


Covering the Billion Dollar Valley is a job for strong 
local papers, because faraway Coast papers naturally 
have little appeal in inland California. You need The 


Sacramento Bee, The Modesto Bee and The Fresno Bee 
on your schedule. With those three McClatchy papers 
you reach far more valley people than with any other 


combination of papers. 


* Sales Management's 1948 Copyrighted Survey 
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Sen Francisco 


ewspapers 


THE SACRAMENTO BEE 
THE MODESTO BEE 
THE FRESNO BEE 
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FATHER AND SON—Marion Harper Sr., 

the researcher, and Marion Harper Jr., 

the agency president, in a striking new 

camera portrait made on one of their in. 
frequent reunions. 


have seen one another regular], 
but not often to discuss, among 
other things, research problems 
techniques and progress. Andove! 
preparatory school and then Yale 
kept the son for most of eight 
years, and since he started with 
McCann-Erickson on Feb. 15, 1938, 
he has lived separately. First he 
lived with two other newly-hired 
office boys in an apartment in 
Manhattan’s Tudor City. (On their 
combined monthly wages of $165, 
he recalls, they could even afford 
a parttime maid.) Today he and 
his wife (they have no children) 
make their home in Ardsley in 
Westchester County, N. Y. Marion 
Sr. commutes the 70 miles each 
way to his Bucks County farm. 


@ The father-and-son reunions 
are also postponed by the neces- 
sity of travel. Marion Harper As- 
sociates, Inc., conducts consumer 
panels in Harrisburg and Miami 
and continuous Posterating stud- 
ies in Philadelphia and Indianap- 
olis. Four years ago a study which 
Marion Sr. directed led to the for- 
mation of American Newspaper 
Advertising Network. He still 
counsels ANAN, which has mem- 
ber newspapers from Boston to 
Los Angeles. 

As operating head of McCann- 
Erickson (Harry McCann is now 
chairman of the board and chie! 
voice in “policies’), Marion Jr 
directs more than 1,000 people in 
21 offices, from Paris to Buenos 
Aires to San Francisco. He has 
been in all the nine domestic of- 
fices, and not long ago he worked 
for several months on the West 
Coast. In his new post he will 
travel even more. He has not been 
to the European and Latin Am- 
erican offices but he hopes to 
swing around this big circuit soo) 


@ Even when they can get to- 
gether the two Harpers don’t delve 
into each other’s specific prob- 
lems. The father’s organization 
serves a number of advertisins 
agencies. They rarely appear i) 


WHY OVERLOOK 
10 BILLION $$$ 
WORTH « SALES! 


Wake up! 15 million American Negroe 
buy food, drinks, drugs, cosmetic: 
other products. They have 10 billio! 
dollars to spend! Tell them what yo: 
have to sell. The best way is throug! 
Race publications, the Negroes’ ow! 
newspapers and magazines. Throug! 
them you make friends with the mos 
loyal customers in the world. Tremen 
dous profits are made through adver 
tising to this great and growing mar 
ket. For full details write Interstat: 
United Newspapers, Inc., 545 Fift! 
Ave., N. Y., serving America’s leadin 
advertisers for over a decade. 
NOTE: We now have facts compiled by th 

® Research Co. of America on bran 
preferences of Negroes from coast to coas! 
the only study of its kind ever made. Write nor 
for this free information. 
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o.e another’s shop. (Marion Sr. 
met Harry McCann, for example, 
nly once, in 1938.) 

Both Harpers appeared to enjoy 

reunion over lunch with AA. 
he father sounded plenty proud 
f the son’s progress. Several 
mes he urged: “Make this story 
.bout George.” (George isn’t Mar- 
m Jr.’s name, but that’s what 
Marion Sr. calls him.) “After all, 
he’s news; he’s developing. I’m 
ust about ready to retire.” But 
t's a safe bet that, with all the 
new measurement techniques he’s 
orking on, Marion Sr. won’t find 
time to retire for a few years. 


a In some ways these two big 
jarpers look a lot alike. Young 
Varion is a shade taller (six feet 
one and one-half). They are both 
blue-eyed with pointed noses and 
high foreheads emphasized by 
thinning hair. 

The older Harper, however, was 
educated the hard-knocks way and 
gives a firm-jawed executive im- 
pression. He expresses his views 
promptly and forthrightly, some- 


times with a bit of challenge. 
The younger Harper (who ad-| 
mits to having been shy) ap-| 
pears to be more the hard-plug- | 
ging student—an appearance em- | 
phasized by his glasses. His man- | 
ner is quieter, even judicial. 
When the father cut loose on| 
politics, the son found something 
constructive to say about both) 
Truman and Dewey. 
They have both battled asthma, 
Marion Jr. especially. 
| 
s Marion Sr. likes to sail boats 
and breed Guernsey cattle. A dec- | 
ade ago he took a two-year sab- 
batical leave to work full time to 
put the farm on a paying basis. | 
Until now Marion Jr. has not been 
exactly sold on farming. Probably | 
this feeling sprang from his ex- | 
perience one summer in building | 
(with the help of two ex-reform- 
atory inmates and three other 
men) a half-mile of road on his} 
father’s farm. 
Although lately the son has be-| 
gun to catch the farming bug, the 
father says, “I still can’t get him | 
down to God’s own Bucks County. | 
He’ll probably buy upstate, where | 
nobody ever grew anything!” Even | 
then, young Marion probably won't | 
sweat at it. 


s They both study and write at 
home. But while Marion Sr.’s 
homework is concerned primarily 
with the research jobs at hand, | 
Marion Jr. (in addition to the over- 
time work involved in running an 
advertising agency) tackles such 
wide problems as education and 
the leveling-out of the business 
cycle. 

The Harpers were both only 
sons, and westerners. The father 
was born in Kansas and the son 
in Oklahoma City. ° 

Marion Sr. never went to col- 
lege. When asked about his alma 
ater he paraphrases Raymond 
Rubicam, who used to mention 
casually a mythical “Jersey Uni- 
versity.” In his case it’s an equally 
mn. ythical “Texas Tech.” 


® He did various things in Texas 
' fore he got into newspaper edi- 
' rial work. After three years with 
e Associated Press he became 
nvinced that the financial op- 
rtunities lay chiefly on. the 
tusiness side of a newspaper. At 
Cid moments he studied books 
biblished by the Associated Ad- 
\ -rtising Clubs of the World (now 
| e Advertising Federation of Am- 
€ ica) and was a free lance ad- 
rtising copywriter. 
After a couple of years he was 
rade manager of the Oklahoma 
lublishing Co.’s new development 
ivision, which aided the expan- 
on in various directions of this 
g enterprise. (The company pub- 
hes two daily newspapers, the 
‘klahoman and the Oklahoma 
“ity Times, and the Farmer-Stock- 


man, and operates a couple of 
radio stations.) Harper then had a 
staff of 28 people, including five 
copywriters. Among other things, 
he hired the original “Aunt Su- 
san” (she’s now General Mills’ 
radio “Betty Crocker”) to do one 
of the earliest newspaper food col- 
umns. 


@ In 1923 he joined Curtis Pub- 
lishing, and for a year or so sold 
advertising space in 14 southern 
states for both Ladies’ Home 
Journal and The Saturday Eve- 
ning Post. 

Then he launched and conducted 
Plymouth Advertising Agency in 
New York. 

He was with General Foods as 

(Continued on Page 36) 


REPLY-O LETTERS 


will do your selling job 


¥ More Efficiently 
/ Less Expensively 


The Reply Is i 
In the LETTER 


THE REPLY-O PRODUCTS CO. « 150 W. 22nd ST. *« NEW YORK 11, N.Y. 


NATIONAL ADVERTISERS SAY: 


"On parallel test - 
Reply-O vs. regular 
letter — Reply-O Let- 
ter gave us 26% more 
on a $3.50 offer."’ 
Robert Stone, Vice 


“Results of Reply-O Letter 
Direct Mail to business and 
professional men — 96,000 
Reply-O Letters; 25,700 re- 
plies; $17,843,000 volume 
of new business.'’ 
President The Notionol George Kelley, Director of 
Research Bureau Sales Publications New York 
4 life Insurance Company 
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WHAT THEY DON’T 


that a good medium for their advertis- 
ing does not have to cost the reader 


anything. 


Readers for your sales message in 
MODERN MACHINE SHOP are selected 
on the basis of their ability to buy 
metal-working products 
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The fact that this good man had the streetcar fare to come to town 
does not necessarily make him a red hot prospect for a $150.00 suit. 
Some advertising men think that they can separate the “shoppers” from 
the “buyers” of their product just by advertising it where a “fare’’ is 
charged for the magazine. 


UNDERSTAND IS 


their ability to pay a few dollars for 
a magazine subscription. 

That's just one reason advertisers get 
such profitable results from MODERN 
MACHINE SHOP. RESULTS TELL 
THE STORY. Gardner Publications, 
Inc., Cincinnati 2, Ohio. 
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Britain's Plug-Free 
Air Still Subject 
to Radio Research 


New YorK—Although broadcast- 
ing in Great Britain is a govern- 
ment monopoly, and the British 
Broadcasting Corp.’s shows are 
unsullied by the advertiser’s un- 
couth spiel, the BBC researches 
diligently to establish listening au- 
dience and what its audience likes. 

This intelligence, along with a 
capsule summary of the methods 
used, was delivered Feb. 15 to a 
radio research group of the New 
York chapter of the American 
Marketing Association by Robert 
Silvey, head of listener research 
for BBC. 

BBC (which was not always a 
government monopoly, having 
been a private monopoly until 
1936) uses a quantitative measur- 
ing system not unlike that of New 
York’s Pulse, Inc. Some 3,000 in- 
terviews on a quota sample are 
run daily in the six areas of Great 


you can buy as 
few as 25 


SHOWROOM 
BANNERS 


at low prices! 


mere 


EVEN IF 25 is your limit, 
you can afford these de- 
luxe, long-lasting, per- 
manently impregnated 
cloth-on-cloth Showroom 
Banners that do a year 
‘round selling job for 
your dealers! Person- 
alized if desired. Mail 
coupon for details, prices 
and samples. 


Britain, with each day taken as 
a unit. The interviewer takes out 
the program for the day, runs 
through the roster with the re- 
spondent. Mr. Silvey admits the 
shortcomings of the “aided recall’ 
technique, but by this method 
ratings for the day are circulated 
through BBC seven days after 
broadcast, showing ratings for 
each of the six regions and for 
the country as a whole. 


a On the qualitative side, BBC 
tries to find out how well liked 


its shows are. It uses a listening 
panel of about 4,000, recruiting 
members from volunteers drawn 
by broadcasts or by the Radio 
Times (8,000,000 circulation). 
From these volunteers, a repre- 
sentative group by measurable 
characteristics is drawn. 

This panel gets an envelope con- 
taining 20 to 30 questionnaires 
twice a week. This, Mr. Silvey 
admits, seems like a staggering 
number, but panel members are 
asked only to record their reactions 
to those shows in which they are 


interested. From this panel, BBC 
furnishes qualitative reports on 
about 60 shows a week. 

The ratings run from 0 to 100 
(no show has ever hit either ex- 
treme), and the range runs be- 
tween 40 and 80. 


KPLC Increases Power 


KPLC, NBC’s affiliate in Lake 
Charles, La., is operating on its in- 
creased power of 5,000 watts day- 
time and 1,000 watts night. The 
station formerly operated on 250 
watts. 
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Arvin Appoints Skinner 

William E. Skinner has ben 
appointed manager of Arvin Di;- 
tributors, 150 N.. Wacker D-. 
newly opened Chicago branch sal] » 
operation of Noblitt-Sparks Indu;- 
tries, Inc., Columbus, Ind., man - 
facturer of Arvin radios and ele >:- 
trical appliances. 


Kay Daly Joins Weintraub 


Kay Daly, former account e<- 
ecutive with Foote, Cone & Bel |- 
ing, New York, has joined W- 
liam H. Weintraub & Co., New 
York, in a creative capacity. 


* HANDSOME—DISTINCTIVE — 


* RAISED CLOTH 
LETTERING 


* WON'T CRACK 
OR PEEL 


* EASILY CLEANED 


(Please attach to, or write on, your business letterhead) 


MAIL THiS COUPON TODAY! 


RICHCLOTH BANNERS 
Div. Rosco Mfg. Co. 
469 Central Ave., Rochester 5, N. Y 


Witheut obligation, send details, prices and 
semples of Richcloth Showroom Banners. 
Name 

Address _ —_ 
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This is a woman buying Woman’s Day 


To reach her, America’s advertisers invested 
more than $5,600,000 in Woman's Day in 
1948—a 34% gain over the previous year. 


MEMBER NEW YO! K 
Audit Bureau of 
Circulations 19 West 441 
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Pennsylvania Apple 
\d Program Sought 


HARRISBURG, Pa.—Legislation to 
tablish a $100,000 annual Penn- 
lvania apple advertising and 
omotion program has been in- 
oduced in the state House of 
epresentatives with the backing 
state apple growers. 
Two years ago a similar bill was 
pproved by the House but killed 
the state Senate. 
Sponsored by Rep. George Good- 


ling, himself a grower, the bill 
would impose a state tax of l¢ a 
bushel on all orchard owners pro- 
ducing more than 500 bushels of 
apples a year. The returns from 
this tax would be specifically ear- 
marked to finance the apple ad- 
vertising program. 


Joins Henri, Hurst 


Alice Wisecarver, formerly with 
Dancer-Fitzgerald-Sample and 
Compton Advertising, has joined 
Henri, Hurst & McDonald, Chicago, 
as a creative group head. 


Newspapers Plug Acriflex 


Allen & Hanburys Co., Lindsay, 
Ont., is using daily newspapers in 
selected cities in Ontario to intro- 
duce Acriflex, an antiseptic cream 
.dressing for cuts, burns and skin 


infections. MacLaren Advertising 
Co., Toronto, is the agency. 


Randall Names Kaufman 

Harry Kaufman, formerly as- 
sistant publication manager of the 
New York Star, has been named an 
account executive of Dick Randall 
Associates, New York public re- 
lations organization. 


Export Account to Gray 


Russell T. Gray, Inc., Chicago, 
has been named to handle the ex- 
port advertising of LaPlant-Choate 
Mfg. Co., Cedar Rapids, Ia. The 


agency has directed the company’s 


domestic advertising program for 
the past three years. 


Folbot to French & Preston 

Folbot Corp., Long Island City, 
has named French & Preston, 
Inc., New York, to direct the ad- 
vertising of its line of portable, 
‘olding boats. Magazines and news- 
papers will be used. 


Wome 


step up and pay cash for 
WOMAN'S DAY than for 


any other magazine! 


No other magazine with audited circulation comes 
within hailing distance of WOMAN’S DAY’s single 
copy sales. December circulation set a new all-time 
high: 3,430,000 copies...not a subscription copy among 
them...bought by women who want and read Woman's 
Day... bought by women who do their families’ 
marketing in person... bought by women who step 
up in overwhelming numbers to buy products, too. 


@ MOST MAGAZINE CIRCULATIONS ARE UP 


CHICAGO 
221 N. LaSalle St. 


Take the circulations of the big ones other than 
Woman's Day—those general, consumer and farm 
magazines with more than 2,000,000. In 1948 (first 
six months) their combined circulations were about 
50 million copies, a million more than the previ- 
ous year, a gain of 2%. Woman’s Day’s gain in this 
period was nearly a quarter of a million copies ... to 
3,167,000 ... more than 8% up. 


@ SUBSCRIPTIONS ARE UP EVEN MORE 

These same magazines had a large gain in subscrip- 
tions in the first six months of 1948 . . . from 29.8 
millions to 32.2 millions... 242 millions up from 
1947 for a gain of more than 897. Woman's Day had 
no subscription circulation in either year. 


@ BUT THEIR NEWSSTAND SALES ARE OFF 

Their trend in newsstand sales was just the reverse. . . 
a drop of nearly 1 12 million copies from 19.1 millions 
to 17.6 millions . .. a decrease of 8%. Woman’s Day’s 
single copy sales soared in the same period... nearly 
a quarter of a million copies ... an increase of 8%. 


PHILADELPHIA 
1701 Fidelity-Phila. Trust Bldg. 


714 W. Olympic Blvd. 


JUL AUG SEPT oct NOV DEC 
+ 3.4 million copies : 
| 3.2 million copies ousle 
1948 


Last 6 months 


@® WOMAN’S DAY’S CIRCULATION IS ROBUST 
Our picture has never been healthier. This chart shows 
the steady rise in net paid sales in the six months period 
just completed. The December all-time record of more 
than 3,430,000 copies was achieved with a return rate 
of only 2.13%. Because women want Woman's Day 
it sells itself and its advertisers’ products, too. 


LOS ANGELES SAN FRANCISCO 


1085 Monadnock Bidg. 


Answer... 


| 
In Greater Toronto =. 
Canada’s Richest 
Market 


More Than 


80% 


Of The Families 
Read The 


TORONTO 
DAILY 
STAR 


360,000 


Copies Daily 


80 King St. West, Toronto 


University Tower Bidg., Montreal 
In U.S.—Ward-Griffith Inc. 
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Get the Facts & Figures about your products and the sportsman’s market from Field & Stream 


Not just general information, but reliable and authentic facts and figures about 
your product—the market-use habits, ownership, buying intentions, sporting 
goods dealer attitude, and a wealth of other facts you can use to make your 
advertising dollars produce better results. 

A complete set of facts and figures about your own business is available at no 


cost from any Field & Stream advertising office. 
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& Stream is FIRST we in advertising! 


Ree) ae 


More advertisers used more space in 1948 and for the past 38 
years in Field & Stream than in any other sportsman’s magazine 
— because they buy advertising on facts and figures. 


*Pages of advertising carried by three leading sportsman's magazines 
during the year 1948, as compiled by Printers’ Ink. 


Field & Stream carried 


68 more 


pages than Magazine Y* 


Field & Stream carried 


132 more 


pages than Magazine Z* 
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readers are also 
SPECTATOR sportsmen 


FIELD & STREAM ADVERTISING OFFICES: 


NEW YORK CHICAGO PACIFIC COAST DETROIT 


Fred Klaner, Advertising Director, J. Williams Macy, Western Mar., William F. Coleman, Charles J. Sheppard, 

Field & Stream Publishing Co., Wrigley Building, 1038 Henry Building, Sheppard & She , 

515 Madison Avenue, New York 22, N. Y. Chicago 11, Illinois Seattle 1, Washington 1963 Penobscot Building, 

Telephone: PLaza 3-8544 Tele : Delaware 8994 Telephone: Elliot 4315 Detroit, Michigan 
Telephone: Woodward 2-3080 
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Low-Price Del Mar 
Auto Introduced 
in Western Cities 


Los ANGELES—The first of a 
series of showings in large cities 
was held here last week by Del 
Mar Motors, San Diego, which ex- 
hibited the Del Mar automobile, 
priced to sell for $1,170 at San 
Diego. Company spokesmen say 
it is planned to produce 600 models 
per day, with first deliveries avail- 
able by May. 

An unusual feature of the com- 
pany’s operations is the fact it 
will do no manufacturing; the car 
is strictly an assembly of standard 
parts. The Del Mar has a 100” 
wheel base and a tread of 58”. 
Road clearance factor is 8”. 

Through use of standard parts, 
the company believes it has over- 
come one of the most potent sales 
resistances confronting new makes 
—the problem of obtaining re- 
placement parts locally. All instru- 
ments on the car are Stewart- 
Warner. 


a Other equipment includes Mon- 
roe shock absorbers, Warner dif- 
ferential, Spicer universal, Stand- 
ard 12” wheel, Bendix hydraulic 
brakes, Warner transmission, Ross 
steering, Borg-Beck clutch, Mc- 
Cord muffler, AC starter and ig- 
nition system, Stromberg carbur- 
ation, AC generator, a 49 HP 
Continental Red Seal engine. 

The car will be available in two 
models, a deluxe convertible and 
a business coupe. It has a single 
60” seat, with carrying space in 
a rear compartment. It is claimed 
the 4-cylinder motor will attain 
a speed of 80 miles per hour. At 
maximum efficiency speed of 45 
to 50 miles per hour, gasoline con- 
sumption is estimated at 30 miles 
per gallon. 

When production is in high gear, 


Just a minute, mister, before 

you make that fatal leap. Instead, 
just hop over to the phone and call 
STATISTICAL. We offer a com- 
plete service that relieves you of 
all worries on tabulating, cal- 
culating, Vari-Typing, typing and 
marketing research tabulations. 
We can even supply you with 
temporary office help when you 
need it. Call our nearest office . . . 
it's a jump in the right direction. 


TABULATING + CALCULATING + TYPING 
MARKETING RESEARCH TABULATIONS 


(in your office or ours) 


1c AL 
OMPANY 


sTATIST 


TABULATING C 


M. RB. Notoro, President 


53 W. Jockson Bivd., Chicago 4, lll. HA 7-2700 
50 Broodway, New York 4, N.Y. WH 3-8383 
Arcade Byilding, St. Lovis 1, Mo. CH-5284 


bodies will be of molded glass 
plastic produced by Illinois Glass. 
They will also be color impreg- 
nated, eliminating the need for re- 
painting or touching up scratches. 
Each body will consist of four 
parts, with replacements available 
at approximately $25 each. 
Following the showing here, the 
exhibit moved to San Francisco. 
Planned subsequent stops include 
Phoenix, Tucson, Texas cities “and 
then on East.” Showings will be 
for three days, with 10” ads ap- 


pearing in all metropolitan dailies 
in each city, over the period 
covered by the exhibit. 


@ In Los Angeles, the ad ap- 
peared in the Times, Examiner, 
Daily News, Mirror and Herald- 
Express. Objectives of the ad and 
showings is to line up distributors 
and create public interest in the 
car. For the San Francisco show- 
ing, in addition to newspapers 
there, insertions were made in 
Sacramento, Oakland, Fresno and 


Stockton. 

Officers of the company are 
Arthur Cooksey, chairman of the 
board; C. M. Coffey, president; O. 
B. Cree, vice-president and sec- 
retary. Allied Agency, Los An- 
geles, is handling the account. 


Huggins Appoints Frost 


Harry M. Frost Co., Boston, has 
been retained to handle the adver- 
tising of James Huggins & Son, 
Malden, Mass., refiner and distiller 
of coal tar products. 


Advertising Age, February 28, 194) 


|Seagram Names Cornell 


Henry W. Cornell, formerly di- 
rector of capitol and producer 
goods for the War Assets Adminis - 
tration, Washington, D. C., hz 
been named director of trade re- 
lations of Seagram-Distillers Corp , 
New York. 


WVET Appoints Bashein 


Hank Bashein has been ap- 
pointed director of publicity an | 
promotion of WVET, Rochester, } . 
Y. He was formerly with CB3 
shortwave in New York. 


did you say Tremendous, 
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@ When Edward L. Bernays wrote his inspired plea for 
self-understanding, “Why We Behave Like Inhuman 


Beings,” he had no idea of the avalanche he would turn 


loose. 


Appearing in the February HOUSEHOLD, the article 
evoked such a flood of response that author Bernays 


himself could only call it tremendous. 


“Tremendous impact,” he said, writing to HOUSE- 
HOLD Editor Nelson Antrim Crawford. “Until now I 
had no idea that your 2,000,000 readers cover so much 


territory .. . What experience has taught me is that 


yours is a magazine that reaches men and women in 


every part of the United States.” 


He mentions a few of the letters: a Hollywood pro- 


ducer seeking advice... a corporation head asking for 


reprints... a manufacturer writing for 1500 copies... 


letters from universities, from the clergy, from press 


and radio. 


Edward L. Bernays is a world authority on public 
relations and human behavior, author of Crysta/- 
lizing Public Opinion, Speak Up for Democracy, 
Take Your Place at the Peace Table, and other 
notable works. His article for HOUSEHOLD, 
Why We Behave Like Inhuman Beings, tells the 
part psychology must play in building world 
peace. 
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036 Ford Dealers 
Sell English-Made 
(nglias, Prefects 


Detroit—Appointment of a na- 
onwide force of 936 dealers to 
ll Ford cars and trucks manu- 
.ctured in England has been com- 
ieted, according to John R. Davis, 
‘ord Motor Co. vice-president in 
narge of sales and advertising. 
Thirty-four direct dealers and 


902 associates, all of whom are 
Ford dealers, are handling the im- 
ported cars. Stocks are now ad- 
equate so that prompt delivery is 
assured in any city or town where 
the imported cars are on display. 
Additional orders will be for- 
warded to England to cover stock 
replacements requested by the 
dealers. 

More than 5,000 cars have been 
delivered to customers since they 
were first imported in April, 1948. 
Ford’s share of the market in im- 


ported passenger cars has increased 
from 10% last spring to approxi- 
mately 50%, Mr. Davis declared. 
Two passenger cars and quar- 
ter-ton and half-ton panel Thames 
trucks are available. The passenger 


cars are the Anglia, a two-door se- | 


dan, and the Prefect, four-door 


model. 


Launches Vite-Gravy Drive 
James Fisher Co., Toronto, will 

handle the. Canadian advertising 

introducing Vite-Gravy, gravy 


thickener manufactured by W. 
Symington & Co., Market Har- 
borough, England. Newspaper ad-| 
vertising will be supplemented by | 
indoor posters and a sampling 
| campaign. W. G. Patrick & Co., 
| Toronto, is distributor. 


Veecliff Appoints Falk 


Richard R. Falk Associates, New 
York, has been appointed to handle 
the public relations of Veecliff 
Corp., Brooklyn, manufacturer of 
Steer Kleer, an automotive safety 
signal device. 


Mr. Bernays? 


This was early for such results—January 31. Yet on 


that same day a letter went out to Mr. Bernays from 


Editor Crawford relating the comments he had received! 


They came, as he said, from all walks of life, from dis- 


tinguished figures and everyday folk. Said one letter, 


typical of most, “When such an authority as Bernays 


shows as clearly as he does the true starting point of 


education for peace, the magazine that prints his article 


must share the gratitude of all of us with the man who 


wrote it.” 


With requests for the Bernays’ article now running 
to thousands, HOUSEHOLD is making a third reprint 
in booklet form. You may wish to see it. If so, address 
your request to HOUSEHOLD for, “Why We Behave 


Like Inhuman Beings.” 


HOUSEHOLD 


Capper Publications, Inc., Topeka, Kansas 


iiciiniiiaiimttaiemniniteiiitintaiaaaal 


Because BSN brings news that its read- 
ers convert into sales, it's the best mes- 
senger for your sales-message. 


—that you're in business to do business; 
that you're on the lookout for immediate 
soles. 


9) ee 


Not tomorrow, but now. Let 
BSN help you do it! 


—when you use the same avenue 
of communication your 
customers do 


You can spread the prestige of your 
products in the magazine acknowledged 
the biggest success 


Don't bolster your sales quota—Beat it! 
Use BSN where the cash customers are 
looking for you. 


The fight is on tor the same dollar. it's 
a healthy fight. Moke it profitable. Use 
the Ist paper 
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Retail Drug Linage 
New York Evening Newspapers 


home audience of 700,000 families every day 
by far, the largest evening audience in New York. | 
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8 THE NEW YORK 
ERICAN SET THE 
E LINAGE RECORD 


The Journal-American carried more Drug Store advertising 
(including cosmetics, lotions and toilet articles) than all 
other New York evening newspapers combined. 


The Journal-American carried more Drug Store advertising 
than all New York morning newspapers combined. 


The Journal-American’s gain over last year was greater 
than that of all other New York newspapers combined. 


The Journal-American’s leadership in Drug Store linage is 
now in its fourth consecutive year. 


AND... 


The Journal-American carried more General Toilet Requi- 
site Linage (National) than all other New York evening 
papers combined. 


: gr Te Te {PAPER } ARAYA sit career ERICAN 1 [PEOPLE ra % 


' A HEARST NEWSPAPER 
NATIONALLY REPRESENTED 6Y HEARST ADVERTISING SERVICE 
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You Ought 


to Know 


Both Marion Harpers 


(Continued from Page 27) 
an advertising and sales executive 
for seven years, at the time net- 
work radio was launched and be- 
gan to grow rapidly into a major 
entertainment and advertising me- 
dium. 

And he was in charge of Max- 
well House coffee advertising 
when he happened to take Marion 
Jr—then 15—to NBC studios 
where the “Show Boat” program 
was then broadcast. After the show 
young Marion sat in with his fa- 
ther, Lanny Ross, Don Voorhees, 
Bill Benton of Benton & Bowles 
and others for a discussion of 
radio’s problems and potentiali- 
ties. 


es The son thought he wanted 
to be a lawyer. But radio, and ad- 
vertising, began to intrigue him. 

In 1933 Marion Sr. and Dick 
Compton acquired control of 
Blackman Agency, and changed it, 
later, to the Compton name. As 
Marion Jr. finished at Andover 
and got ready for Yale he found 
himself soaking up advertising by 
osmosis. 

In his first year at college he 
decided to “major” in advertising. 
He recalls the Saturday morning 
when his father, Compton,. Bob 
Holbrook and Al Stanford of the 
Compton agency heiped him work 
out his curriculum. They all 
agreed that he should concentrate 
primarily on psychology, with 
some emphasis on economics and 
English. 


es In the summer after his fresh- 
man year he worked for the 
agency, and got into research. 
Marion Sr. and Dick Compton had 
planned to launch a suntan oil 
business. Ed Battey, the agency’s 
research director, sent him out 
calling on drug stores to get their 
reactions to the product. The pro- 
ject was scrapped. 

Then he and a couple of other 
young men were turned loose on 
grocers to find what color the 
trade thought the Chipso pack- 
age should be. The weather was 
hot and the work humdrum. The 
other fellows called it a day after 
20 calls, and went to the movies. 
In seven hours the future president 
of McCann-Erickson contacted 80 


Full color labels 
lithographed 
by Philipp 
will help sell 
your product 


1422 WN. 4th ST. MILWAUKEE 12, wis. | 
PHONE - MARQUETTE 8-2446 


| grocers. 
| During the second college sum- 
_mer he vacationed with the family 
| at a beach. But the third found 
him back at Compton, this time 
| doing “black box” copy testing for 
/soap. He made 700 consumer in- 
terviews, based on the attributes 
|of competing products in dummy 
| packages, to find which copy slant 


| would sell better. ' 


@ Even after all this hard-won 
research experience young Harper 
still had some vestige of the law- 
career desire. He recalls his ex- 
treme interest in a mock trial in 
his senior year at Yale. The scope 
of advertising agency work was 
broadening, and research was 
helping to make the “science” of 
advertising more exact. Both 


threw down a challenge which he 
could not ignore. 

But instead of rushing out with 
his sheepskin, that June day of 
1937, to tell Madison Avenue 
“Here’s Harper!,”’ he went to work 
on the road-building job on his 
father’s Bucks County farm at $25 
a week. After that he traveled for 
several months as a_house-to- 
house salesman. It was winter be- 
fore he cast around for a spring- 
board into advertising. 

Marion Sr. gave him a list of 
eight large agencies as prospects, 
but would provide him with no in- 
troductions. The son found that 
two agencies on his list—McCann- 
Erickson and Erwin, Wasey—had 
office boy openings. M-E spoke 
first. 


s Hiring an office boy seems to 
have been a matter of minor cor- 
porate concern. The office mana- 
ger noted on a slip of paper 
merely “6 feet 1%; very polite,” 


and passed him on to higher func- | 
_ Then, swiftly, two weeks later, he 


tionaries. Finally, however, he was 


in. 

He was glad to be in the re- 
search department. At first he ran 
errands and filled carafes with 
water. (“I never realized,” said 
he, “that advertising men drank 
so much water.”) But before long 
he became an apprentice copy 
tester. 

The Townsend brothers’ “27 
points” then were being solemnly 
weighed, and over at Kudner 
Agency the Luce-Thompson team 
had evolved and were publicizing 
in a inilder way their copy testing 
factors. M-E researchers under C. 
A. Hoppack were finding in their 
own way what makes copy click. 


es And then young Harper was 
helping George Oliva, advertising 
manager of National Biscuit Co., 
an M-E client, to ascertain whether 
people would buy a certain new 
Uneeda product. 

With all this, he developed fast 
enough by June 1, 1938, to rate a 
boost in salary to $20 a week. 
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moved up to $25. 

Marion Sr. recalls the latter date 
clearly: “I had to take him of! 
my dependents’ list on the tax 
form.” 


s Meanwhile, the older Harpe: 
had sold his interest in the Comp- 
ton agency, and was an executiv:« 
with Lord & Thomas. When Dis- 
tillers Corp.-Seagrams, Ltd. 0: 
Canada started operations in thi: 
country after repeal he had han. 
dled at Compton its first campaign 
At L&T he worked, among others 
on Schenley. Then he became : 
Schenley executive, and then vice 
president of Ward Baking. 

After all this, Marion Sr. wa: 
glad to retire to the farm to buil:! 
up his health and his dairy herd 

But five years ago he came back 
to do that $50,000 research job for 
American Newspaper Advertisin: 
Network. He has been very busy 
in research since. 


a So has Marion Jr.—who has 
spent nearly all of his advertising 


10 Millon Answers 9 Month 


their readers. 


world. 


ternational Editions 
States in 1948.* 


HE KREMLIN did not go unchallenged last 
year in its war of words to warp and win the 
minds of men abroad. 


As part of America’s counteroffensive, mil- 
lions of U.S. magazines and newspapers were 
speeded across our borders and over the oceans 
to report the truth of the world’s events, week 
after marching week. 


All along the fringe of the Iron Curtain (and 
sometimes behind it), these publications found 


Men in trouble, men sorely puzzled, men and 
women whose inner convictions wavered—found 
the strength to resist Soviet propaganda in these 
clear, true chronicles from America—in these 
daily, weekly, fortnightly, and monthly accounts 
of what was being done, said, thought, written, 
painted, built, and destroyed in and around their 


TIME and LIFE have shared, with many other 
members of America’s ‘press, the privilege of 
rendering this service to the free world—for 
twenty million copies of TIME’s and LIFE’s In- 
went out of the United 
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reer in it. He thinks that re-;given credit, or blame, for the| Joins ‘Atlantic Monthly’ 
arch experience prepared him | doings of the other. Sometimes | 


r his present job. His nine years 
it at McCann-Erickson covered 
veral major agency functions: 
ypy research, then radio and mar- 
et research, and finally new 
isiness research. For 17 months 
itil his election to the presidency 
was in charge of all the 
.zency’s planning. 

By his fifst wife Marion Sr. had 
tivo children—“George” and Ellen, 
,ow married. By his second, with 
vhom he lives on the farm, he had 
two daughters, Clare and Cynthia, 
9 and 12%. It’s too early to tell 

hether they will take over 
Marion Harper Associates, Inc., 
vyhen their father finally retires. 
Probably Marion Jr. won’t. “I in- 
vited him in as a partner several 
years ago,” the father says, “but 
he turned me down.” 


s The presence of two Marion 
Harpers in advertising research in 
New York has caused some con- 
fusion. Now and then the one is 
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| their mail gets mixed. And once or 
_ twice an old Oklahoma or Texas 
| friend of Marion Sr. has burst into 
|McCann-Erickson, slapped Marion 
| Jr. on the back, and been prop- 
| erly amazed at his youthful ap- 
pearance. 

But mostly they go their sepa- 
rate ways—in a sense as friendly 
rivals. 

In Marion Jr.’s recently pub- 
lished “Getting Results from Ad- 
vertising” (Funk & Wagnalls), 
some case histories are credited to 
Marion Sr. But young Marion 


him! 


Appoints Breitenbucher 


Verne Breitenbucher, formerly 
western manager of the industrial 
department of Peat, Marwick, 
| Mitchell & Co., accounting and au- 
diting concern, has been appointed 
vice-president in charge of sales 
of M & M Woodworking Co., Port- 
land, Ore. 


didn’t dedicate the whole book to) 


Mansfield E. Pickett, formerly 
with Sydney A. Sanders, literary 


agency, has been named by Atlan-| ! ; 


| 
— 


tic Monthly as special representa- 
tive in charge of publishers’ ad- 
'vertising in the New York office. 
He succeeds Paul Hampden. 


Winlow Retires from Eddy 


E. B. Eddy Co., Hull, Que., paper 
and paper products, has announced 
the retirement, because of ill 
|health, of George C. Winlow, di- 
|rector of sales and a director of 


| the company. 


| Names Rehbock-Hellinger 


Things-by-Mail, Inc., New York, 
mail order merchandise company, 
has appointed Rehbock-Hellinger 
| Advertising, New York, to handle 
its account. 


Hotel Group Names Gibbons 
The Hotel Association of the 


Province of Ontario has appointed 
J.J. Gibbons Ltd., Toronto, to han- 
dle its advertising. Advertising wad 
the year will break in March. 


March 7-9. National television 
conference, sponsored by the Chi- 


cago Television Council, Palmer 
House, Chicago. 

March 8-9. Domestic Distribu- 
tion Department, Chamber of 
Commerce of the United States, 
national marketing conference, 
Neil House, Columbus, O. 

March 10-12. Association of Wo- 
men Broadcasters, NAB, 6th an- 
nual convention, Drake Hotel, 
Chicago. 

March 23-25. Spring meeting, 
Association of National Advertis- 
ers, Hot Springs, Va. 

April 6-7. American Association 
of Advertising Agencies, Green- 
brier Hotel, White Sulphur 
Springs, W. Va. 

April 6-12. National Association 
of Broadcasters, 27th annual con- 
vention, Stevens Hotel, Chicago. 


E LE 


Now, therefore, at the beginning of what may 
well be the most critical year of all, the Pub- 
lishers of these magazines make the following 
report of their stewardship. . . 


It was more than three years ago, in September, 1945, 
that Time Incorporated made its decision to enter the 
business of international publishing on a world-wide 
scale. On that occasion, it circulated to its employees a 
memorandum which gave the following reasons for doing 


SO... 


1. We believe that the U.S, is today, and will continue 
to be tomorrow, a dynamic part of the world, and in 
that belief we consider that our journalistic techniques 
and publishing capacities can be a significant facet of 
the projection of America. 

2. The technological circumstances of the modern world 
do not permit us to bottle up TIME and LIFE inside 
the U.S. 


3. We also believe that, with energetic and intelligent 
management, Our overseas activities, which have been 
costly, can become a profitable part of this company. 


In those days the world presented exactly the kind of chal- 
lenge which is most stimulating to Americans. It asked for 
the chance to rebuild itself—it offered opportunity along 
with problems and rewards. Time Incorporated wanted to 
be part of that great rebuilding. 

Now, more than three years later, the four International 
Editions of TIME and world-wide LIFE International have 
become indeed “‘a significant facet of the projection of 
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America.” For evidence in part, read the statements (a 
very few of many thousands received) which are printed 
as part of this advertisement. 


What is more, these magazines are being distributed in 
more than 100 countries beyond continental United States. 

And “the technological circumstances of the modern 
world” have been so harnessed that in the great majority 
of these countries TIME gets its news into the readers’ 
hands no later than the Monday issue date printed on 
its cover. 

And, finally—despite dollar shortages and blocked cur- 
rencies, despite restrictions and quotas, despite censorship 
and bans—the International Editions of TIME and LIFE 
turned the corner as a business operation in 1948. 


Time Incorporated is proud to have been able to engage 
in these international publishing activities during the past 
thirty-nine pivotal months in world history. 


And it here states its conviction that if its 1945 credo for 
TIME and LIFE International had any meaning or virtue 
or truth four years ago—that meaning, virtue and truth 
is multiplied a hundred-fold for the future. 


*The circulation and readership figures in this advertise- 


ment are based on the following table: 
Estimated 


Readers Readership 
Circulation Per Copy Per Issue 
TIME International 
Weekly 261,546 4 1,046,000 
LIFE International 
Fortnightly 252,082 10 2,521,000 


The headline expresses the total monthly readership of 
both these publications in 1948—during which Time Inter- 
national distributed 52 issues and Life International 26 issues, 
totaling about 20 million copies. 


The International Editions of 


TIME and LIFE 


PUBLISHED BY TIME INCORPORATED 


* NEW YORK 20, NEW YORK 
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April 20-22. National News- 
paper Promotion Association, an- 
nual convention, New York. 
| April 26-28. American News- 
paper Publishers Association, Wal- 
dorf-Astoria, New York. 

May 6-7. Pacific Northwest 
Newspaper Advertising Executives, 
spring meeting, Multnomah Hotel, 
Portland, Ore. 

May 10-12. International Coun- 
cil of Industrial Editors, eighth 
annual convention, King Edward 
Hotel, Toronto. 

May 18-21. Associated Business 
Papers, spring meeting, The Home- 
stead, Hot Springs, Va. 

May 20-21. International Affili- 
ation of Sales and Advertising 
Clubs, annual meeting, Hamilton, 
Ont. 

May 23-24. Inland Daily Press 
Association, spring meeting, Con- 
gress Hotel, Chicago. 

May 23-25. National Federation 
of Sales Executives, annual con- 
vention, Stevens Hotel, Chicago. 

May 29-June 1. Advertising 
Federation of America, 45th an- 
nual convention, Rice Hotel, Hous- 
ton, Tex. . 

June 6-7. American Marketing 
Association, mid-year conference, 
Sheraton Hotel, St. Louis. 

June 20-21. Public Utilities Ad- 
vertising Association, annual con- 
vention, Hotel Netherland Plaza, 
Cincinnati. 

June 26-29. Newspaper Adver- 
tising Executives Association, 
summer meeting, Hotel Roosevelt, 
New Orleans. 

Sept. 11-15. Advertising Spec- 
ialty National Association, 46th 
annual convention and trade show, 
Palmer House, Chicago. 

Sept. 21-23. Direct Mail Adver- 
tising Association, annual con- 
ference, Congress Hotel, Chicago. 

Oct. 17-18. Inland Daily Press 
Association, annual meeting, Con- 
gress Hotel, Chicago. 


Georgia Utility to Repeat 
Champion Home Town Contest 


Following up its first Champ- 
ion Home Town Contest last year, 
Georgia Power Co., Atlanta, has 
announced a 1949 competition for 
all Georgia communities of 20,000 
population or less. The contests 
grew out of a better home towns 
program launched in 1944. 

The utility is offering prizes of 
$4,500 in cash, with this money to 
be spent solely for civic improve- 
ments of benefit to the community. 
The contest is handled by its com- 
munity development division. 
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(HALLO WELL) KIT 


STANDARO PRESS EGesT 


HOME & HOBBY 


“aoee : Sane 
interchangeable tools 


Seven (7) different tools for making 
repairs around the home, office, farm 
and automobile .. . or for model build- 
ing and hobby crafting. Tools are high 
grade alloy steel .. . handles are dur- 
able, bright red plastic. All tools are 
housed in hollow plastic handle. Kits 
are individually packed. Handles can 
be imprinted at nominal cost. Write 
for literature, state requirements. Quo- 
tations sent promptly. 


| Kits Pat's Pend. Over 46 Years in Business 


STANDARD PRESSED STEEL CO. 


JENKINTOWN, PA., Box 10 
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Brennan Adds Hall, Wheat 


Edward B. Hall. formerly radio 
director and account executive of 
A. W. Ellis Co., Boston, has been 
appointed copywriter and account 
executive of Brennan Advertising 
Agency, Houston. James E. Wheat 
Jr., formerly with the Houston 
Chronicle, has been named director 
of radio and a public relations 
writer. 


Wayne Sams Advanced 


Wayne L. Sams, in the research 
and sales department of the IIli- 
nois Daily Newspaper Markets, 
Springfield, Ill., for the past two 
years, has been appointed director 
of sales. He succeeds M. F. Batter- 
ton, who has joined the national 
sales staff of the Bureau of Adver- 
tising, Chicago office. 


THE ARTKRAFT* SIGN CO. 
Division of 
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Artkraft* 
900 Kibby St., Lime, U.S.A. 
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Aitchison Becomes Editor 
of ‘Industrial Marketing’ 


Robert S. Aitchison, advertising 
manager of Lindberg Engineering 
Co., Chicago, since 1946, has been 
appointed editor 
of Industrial 
Marketing, Chi- 
cago, published 
by Advertising 
Publications, Inc., 
also publisher of 
ADVERTISING AGE. 

Mr. Ajitchison 
succeeds Hal Bur- 
nett, who has re- 
signed to open his 
own office as a 
public relations 
and marketing 
consultant. Mr. Burnett will con- 
tinue to serve IM as contributing 
editor and consultant. 


R. S. Aitchison 


Stuart to Walker-Turner 

Russell F. Stuart has been named 
sales manager of the Walker-Turn- 
er division, Plainfield, N. J., of 
Kearney & Trecker Corp., Milwau- 
kee. The division manufactures 
light machine tools for industry 
and home workshops. 


Soars 


to New Sales At = 


. . . has been setting new highs in 
__. retail sales... 
7 million dollars annually es 
I sales exceed a half million dollars.* 


Heights! <= 


¢ 


now surpasses 210 
daily 


Over half of this amount is credited to the 
Illinois portion of the QUAD-CITY market. 


The only daily newspapers published on the 
Illinois side (where nearly 60% of the Quad- 
City population live) are the Argus-Dispatch 


newspapers. 


These ‘“home-town’”’ newspapers are read 8 to 
1 over any other daily paper. They give your 
message top readership in the major portion 
of the Quad-Cities. The Argus-Dispatch news- 
papers are at work in the Illinois section of the 


Quad-City market . . . put them to work for you! 


*Sales Management estimates 
for 1947, issued May 10, 1948 


National Rep., The Allen Klapp Co. 
New York 


Chicago —_—=s—ODeetroit 


WASHINGTON—The _ department 
store sales curve continued its up- 
ward climb during the week ended 
Feb. 12, and equaled 1948’s record 
volume for the corresponding 
week. 

After two weeks of unfavorable 
weather, which hampered normal 
buying activity in the Midwest, 
all of the Federal Reserve dis- 
tricts west of the Alleghanies and 
east of the Rockies reported gains 
on the year-to-year comparison. 

Greatest buying strength among 
the districts was shown by the 
St. Louis area, which reported a 
13% rise in sales over 1948. The 
Dallas district followed, with a 
10% gain. 

New Orleans led the cities on the 
tabulation, with a 26% boost in 
dollar volume, and was followed 
by Memphis, up 22%. Both cities 
had recorded losses during the 
preceding week. 

Sales in the New York, Phil- 
adelphia and San Francisco dis- 
tricts were off again from dollar 
volume for the same week last 
year, while the Richmond dis- 
trict broke even. 


ws Sales in West Coast cities, which 
have been consistently below those 
of last year since Christmas, 
dropped even more on the latest 


report. Salt Lake City volume 
dropped 25% from last year’s 
level. 

Historically, sales volume in- 


creases rapidly from the middle 
of February until Easter. However, 
Easter last year fell during the 
first week of April, while this 
year it will come April 17. Since 
sales increase more rapidly with 
the approach of the holiday, it 
seems probable that comparisons 
of 1949 sales with those of 1948 
for the next several weeks will 
show 1949 lagging behind. 


Federal Reserve Figures on Department Store Sales 


As a result, a simple juxtaposi- 
tion of 1949 figures with those 
last year during the next month 
or so will not be a valid com- 
parison of the two years. 


% Change from 1948 


Week Ending 
Federal Reserve Jan. Feb. Feb. 
District and City 29 5 12 
UNITED STATES ...... —TI —4 0 
Boston District .......... —2 —2 9 
New Haven ........... —14 —13 10 
as ce etayewa 0 4 9 
Springfield ......... .—15 —14 7 
Providence ...........—9 -—7 10 
New York District..... ; 8 r—8 —4 
ES Sean's 440 0002 19 r—4 —2 
SE Stee 5 oixv ca eee 1 —10 5 
a 7 r—8 —5 
I es, 5 id ay avs wer -10 —8 1 
Sn. « stele Med vab a i —10 r—15 —7 
Philadelphia District .... —7 1 8 
Philadelphia .......... 9 o —10 
Cleveland District ....... 1 —1 7 
[0 7 rl7 2 
0 a ee 4 1 3 
tn alin «Be —1 ~ 6 5 
ED ¢ dul o eite-6 4 06s 35 11 9 
Es alld 5 sibiew o's.0% 0% —ll —7 3 
Pittsburgh . Cen —3 12 
Richmond District ...... 5 r6 0 
Washington ....... , -1 12 5 
ES a 14 1 —T 
Atlanta District . 7 1 7 7 
Birmingham .......... 10 —13 2 
ee oe —-6 
RE Bob Gow doo od dae 2 —8 10 
New Orleans .......... 4 —8 26 
Nashville ............. 24 —10 12 
Chicago District ........ 10 r—5 1 
a -13 -— 3 0 
Indianapolis .......... 2 7 3 
A —4 —-4 ® 
Mifiwaukes .........-+: -10 —5 ~-5 
St. Louis District........ 7 7 13 
PEE ecb eccecses 4 54 14 
Louisville ......«..... 4 4 1 
RM hc eas o0hde as -16 6 13 
ON ES eee 35 —12 22 
Minneapolis District ..... . * * 
Minneapolis ........ - bd * * 
TET Seer eee * * * 
Duluth-Superior ....... e * bd 
Kansas City District.....—-18 r3 9 
ES £3 nea'd os Oe or 00 3 -—9 0 
ch od dedeeks sda 6 21 15 
eS: ae -15 4 15 
St. Joseph Beeb cance ae -26 —l —5 
Oklahoma City ..... .—86 11 17 
EE <oe SeaiGg daee «6-00 -29 14 6 
Dallas District .......... —3 —10 10 
 tbwekees «hireaee's “= —9 18 
See 4 —-9 15 
0 2 —15 3 
BD NED bo cciscess 14 —9 — 
San Francisco Districi... —9 -—10 —1ll 
Los Angeles Area......—14 —10 -—12 
eS 1 —ll —5 
San Francisco ........ 3 --1 tal 
i —7 —16 —11 


“DEPARTMENT STORE 


SALES INDEX 


1935-39 EQUALS 100 


Week to Feb. 12, °49*.n238 || 
Week to Feb. 5, °49*...231 || 
Week to Jan. 29, °49*..218 | | 
Week to Feb. 14, °48*. .238 
Week to Feb. 7, °48*...240 | 
Week to Jan. 31, ’48*. .233 


pPreliminary. 
*Not adjusted seasonally. 


Salt Lake City........ —19 —16 —°5 
DD ccunessodae cave —10 —6 ~4 


r—Revised. 
* Data not available. 


Gray Moves Windsor Office 


Charles M. Gray & Associates, 
Detroit agency, has moved its 
Windsor, Ont., office to 711 Canada 
Trust building. John Vass has been 
named resident manager and will 
direct art and production. 


Kraemer Promoted to V. P. 


E. A. Kraemer, general sales 
manager, has been elected vice- 
president in charge of sales of 
West Bend Aluminum Co., West 
Bend, Wis. 


Baker Joins ‘U. S. News’ 


Elias B. Baker, formerly an ac- 
count executive of Gray & Rogers, 
Philadelphia, has joined the Phila- 
delphia sales staff of U. S. News & 
World Report. 


EKTACHROME Processing 
Duplicating Transparencies 
Carbro Prints 


Jack Ward Color Service 
109 West 48 St. 
New York 19, N. Y. 
Telephone Circle 5-7285 
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YOU MAY NEED 


FEWER ,CUSTOMERS 
THAN YOU THINK! 
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Profitable payloads of business 
usually come in big chunks. That’s 
why most companies find that 

75% of their sales come from less 
than 25% of their customers. 


To help you find and sell the men who 
control or influence the big orders 

in your field is the particular aim of 
this agency. The special sales control 
facilities that we have developed 

for this service will be of interest 

to all “sales-minded” executives. 


BEHEL and WALDIE and BRIGGS inc. 


221 North LaSalle Street + Chicago 1, Illinois 


... advertising! 
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‘Advertising Age 
Stirs Up Action!’ 


Says 


H. D. BISSELL, 
Advertising Manager 


THE ELECTRIC AUTO-LITE COMPANY 


“Keeping up-to-date is an important part of the job 
in this fascinating business. The timeliness of every- 
thing said and done is probably the reason advertising 
men seem to constantly live in a highly pressurized 
atmosphere. 

“ADVERTISING AGE is in harmony with this kind 
of life. It’s quick reading if you must have it that way 
... Thorough when you want it. 

“Outside of keeping me up-to-date on friends and 
personalities in the news, ADVERTISING AGE is im- 
portant to me because when I see what others are doing 
I have a better chance of correctly weighing our own 
performance. For in this business, keeping ahead of the 
other fellow is largely a matter of knowing where you 
stand and what you can do to move up. 

“I occasionally tear out a page or an article from 
ADVERTISING AGE and bring it to the office for 
discussion. More than once it has stirred up action on 


a new front!” 


ew SPAFEY 
THe MATIONAL © — 


dvertising, A; 2 


H. D. BISSELL 


In June of 1929, Mr. Bissell was editor of the Dartmouth college 
year book. In July he was working for N. W. Ayer & Son, Inc., 
in Philadelphia. During most of the twelve following years, he 
was active on the Ford Motor Company account, with special 
emphasis on the dealer end. It was therefore logical that, when 
he made a move, it should be to the spark plug division of Auto- 
Lite as Advertising Manager. This was in 1941. Since then, Mr. 
Bissell has had coordinated under his direction all the advertising, 
promotion, and publicity activities of the company. In addition, 
he has found time to serve as President of the Toledo Advertising 
Club, as a Director of the Toledo Community Advertising Fund, 


and to represent Auto-Lite in the A.N.A. 


important people! | 
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The most important magazine in a most important magazine field 


Consistently, month after month, Popular 
Mechanics stands at the head of its class in 
advertising linage—clear proof of the remarkable 
responsiveness of Popular Mechanics readers. 


Other Popular Mechanics firsts: circulation, 
advertising revenue, pages of editorial content, cir- 
culation guarantee. And Popular Mechanics is the 


To sell anything MEN buy... 


REACH THE M MIND 
* * 


original in its field (1902)— inventor of the editorial 
formula which attracts and holds the most recep- 
tive kind of male mind. 


* * * 


@ it pays to put Popular Mechanics on your schedule. Your 
advertising gets more readers per thousand circulation in 
Popular Mechanics because our readers —having the “P.M. 
Mind" — read ads deliberately. 
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Advertising Age, February 28, 1949 


2>HOTOGRAPH 
REVIEW 


JURY PICKS WINNERS—Grand medal award winners in the 17th 
National Competition and Exhibition of Outdoor Advertising 
Art, held by members of the awards jury, are: left, Esso 
Standard Oil Co., second prize; center, Globe Brewing Co., 
grand prize, and right, Ford Motor Co., third prize. Members 
of the jury are, left to right: T. Rosenak, director of advertising, 
Jos. Schlitz Brewing Co., Milwaukee; William C. Scott, chairman, 
exhibit committee, art director, McCann-Erickson, Chicago; 
Rudolph Czufin, vice-president and art director, Gardner Ad- 
vertising Co., St. Louis; D. F. Sternloff, art director, Young & 


tts r) Try » mit 


It’s in all the new kitchens! 


All | hear is 


FORD, FORD, 


Rubicam, San Francisco; Sidney A, Wells, vice-president, McCann- 
Erickson, Chicago; Joseph Katz, president, Joseph Katz Co., 
New York; Ben R. Donaldson, director of advertising, Ford 
Motor Co, Dearborn; D. B. Hause, advertising manager, Armour 
& Co., Chicago; David W. Lockwood, vice-president ond art 
director, Foote, Cone & Belding, Chicago; Curt Muser, adver- 
tising and sales promotion manager, U. S. Royal Tire division, 
U. S. Rubber, New York, and Barney Schultz, art director, 
Biow Co., New York. The competition was sponsored by the Art. 
Directors Club of Chicago. (Story on Page 51.) 
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Save the surface 
' and : 
you save all! 


STARTS PAINT DRIVE—This is the first ad in the program of the National Paint, 

Varnish & Lacquer Association, Washington, D. C. (AA, Feb. 14), which will run 

in the March 26 issue of The Saturday Evening Post and follow in Better Homes & 
Gardens, Country Gentleman and Time. Young & Rubicam is the agency. 


MEN LOOK—Valcort Hosiery Mills’ new car cards and platform posters will be shown 
in New York subways, buses and suburban railroads next month. Alfred J. Silber- 
stein, Bert Goldsmith, Inc., New York, is the agency. 


>RESS ART MEETING—Speakers at the forum conducted by 
Art Directors Club of New York, who discussed the subject 


Gilbert Tompkins, artists’ representative; Walter Weir, 


Tad ae REN a 


roe 


TALKING TRUCKS—Discussing events at 
a meeting of motor trucking industry ex- 
ecutives in Chicago are (left to right): 
John F. Whedon, vice-president of Young 
& Rubicam’s Chicago office, which han- 
dies International Harvester truck adver- 
tising; W. K. Perkins, manager of motor 
truck sales, and M. F. Peckels, manager 
of consumer relations, International Har- 
vester Co. 


vot OR ASQ 


MAKINGS—Glenmore Distilleries Co., 
Louisville, has re-created one of its 
nagazine ads in this three dimensional dis- 
play for Old Thompson blended whisky. 
A. P. Bondurant, vice-president and ad 
director, provided a twist for displays 
going to bars only, changing the “You 
mix ‘em’ to “We mix ‘em.” 


president, Walter Weir, Inc.; Lester Beall, designer and art 
consultant; Edward Fischer, art director, J. Walter Thompson 
ative Approaches to Advertising Problems,” were, left to Co.; George Giusti, designer, and Walter K. Nield, vice- 
president and art director, Young & Rubicam. 


DISCUSS NEW DRIVE—Looking over plans for the 1949 Deepfreeze merchandising 
drive during a recent distributors’ meeting in Chicago are, left to right (seated): 
F. F. Duggan, general sales manager, and G. H. (Rock) Smith, general manager of 
the Motor Products Corp. division; (standing) R. V. Newbell, advertising manager; 
Norman LeVally, president of the Chicago agency which handles the account, and 

John Fellman, central regional sales manager. 


NO PINS—Modeling the Milwaukee Advertising Club’s laminated plastic pocket 

badges, used for the first time at their Feb. 24 meeting, are Robert A. Heinz, ad- 

vertising director of the Boston Store and club president; Emmett S. Jaques, ad- 

vertising manager, Master Lock Co., who developed the new system, and Marvin 

L. Rand, of Klau-Van Pietersom-Dunlap, editor of the club’s publication, ‘‘The 

Torch.” Wafer thin for easy filing between sessions, they carry out the torch 
design and display members’ names and connections prominently. 


DISPLAYED—Standing before one of the displays unveiled during William Jameson 
& Co.'s 99-minute sales meeting in New York are Jack Wishny, assistant sales man- 
ager; Henry Morris, general sales manager, and A. C. Ebbesen, general advertising 

manager. 
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Packaged Homes 
Need More Ads, 


Gunnison Says 


Brand Names Must Be 
Pushed, Industry Told; 
Stress ‘Economy’ Homes 


CuicaGo—The case for the brand 
name house, backed effectively by 
national advertising, was presented 
before the National Association of 
Home Builders here last week by 
one of the pioneers in the prefab- 
ricated home field, Foster Gunni- 
son, president, Gunnison Homes, 
Inc., New Albany, Ind. 

One major trouble with the 
packaged home, said the head of 
this U. S. Steel Corp. subsidiary, is 
the fact that the brand name it 
bears still is not adequately adver- 


“ge eam 


~The 


REACHES 
A 17-35 YEAR OLD 


ALL-MALE AUDIENCE 


tised. 

Speaking at.one of the clinic 
sessions during the association’s 
fifth annual convention and ex- 
hibit, Mr. Gunnison said his com- 
pany now operates east of the 
Rockies and ultimately will be on 
the West Coast. He promised a 
Texas home builder that “I’m sure 
the doubt you and your area have 
about manufactured homes will be 
dispelled as we go into Texas— 
where we already have homes, but 
not enough.” 


a The Gunnison subsidiary whets 
public interest in its prefabs by 
using a demonstration home, 
backed by advertising which plays 
up the brand name in that par- 
ticular area. Home builders can 
cash in on this kind of promotion, 
he pointed out, and in addition can 
adopt a flexible building program 
which, in cooperation with most 
prefabricated home manufacturers, 
can be shifted up or down the 
scale from the cheapest “economy” 
house to the $25,000 home. 

Brand name advertising, how- 
ever, failed to win 100% support 
of the clinic participants as a vital 
merchandising tool. John C. Tay- 
lor Jr., president, American Houses, 
Inc., New York, declared that his 
company definitely is not pro- 
ducing a national brand house, but 
a home for the consumer which 
carries, instead, the home builder’s 
stamp. 

Reluctance on the part of the 
average home builder to adopt 
the prefab, Mr. Taylor admitted, 
may be “because we do a lousy 
job of presenting our case.” His 
company has been producing pack- 
aged homes for the past ten years, 


Advertising 


Photographs 


Ten 
One 


‘gel 
ECG - 


1 Sele aly 


All branches of illustration and 
commercial photography, in 
black and white and color — 
prints and transparencies. Photo 
retouching. 


Wright PHOTOGRAPHIC ILLUSTRATIONS 


1721 No. Wells St., Chicago 14 


he said; it has grown steadily, it 
paid stockholders a dividend in 
1948, and expects to pay a bigger 
one this year. Its customer-build- 
ers were not prominent in the in- 
dustry when they started, but 
they’ve been growing, too, by of- 
fering the public values and prof- 
iting on their expanding trade. 


ws That industry members have 
failed “to get the word out” to 
home builders also was expressed 
by James R. Price, president, Na- 
tional Homes Corp., Lafayette, 
Ind., which in the ten years of its 
existence has built more than 13,- 
500 prefabricated homes that sold 
from $5,100 to $11,000. 

Most industry members, said Mr. 
Price, are offering builders “econ- 
omy” houses. These are designed 
for families in the $2,000 to $3,- 
500 yearly income group which 
have been priced out of the new 
home market by high costs. His 
company is providing a $6,300 
<‘package” in this category, he 
added. Public acceptance of fac- 
tory-made homes, he declared, “is 
ten years ahead of builder ac- 
ceptance.” 

W. Hamilton Crawford, presi- 
dent, Crawford Corp., Baton 
Rouge, La., the clinic chairman 
and discussion leader, also main- 
tained that there is no problem 
of public acceptance. Though there 
have been “some bad apples in the 
barrel” in the past, he said, “we 
believe that the majority of con- 
ventional prefabricators are here 
to stay, in view of the acceptance 
granted our product.” Their chief 
problem, he said, is to enlarge 
their distribution by convincing 
home builders that conventional 
home construction involves too 
many lazy dollars. 


a At another convention panel, 
Carl G. Strandlund, president, Lus- 
tron Corp., Columbus, O., revealed 
that his company is inaugurating 
a new plan whereby the dealer is 
guaranteed that the complete cost 
will not go above a set figure and 
that “anything over the cost we 
have set will be refunded to him 
after we go over costs and are 
satisfied that his operation was a 
normal one.” 

Lustron has made a careful time 
study of its porcelain enameled 
steel homes and believes they can 
be erected, after the foundation is 
poured, in 250 man hours. 


Public housing legislation now 


33% of all 


RAZOR BLADES 


unwrapped in the 
U. S. in a single day 


were opened by 


(Mi4-Reading Families 


Why Not? Genius 
Ad Proves Best 
of ICS Efforts 


Standings of Best Ads 
of 1948 Revealed; You 
Can Check Your Guesses 


Cuicaco—Three weeks ago—on 
Feb. 7—ADVERTISING AGE repro- 
duced 12 advertisements used by 
International Correspondence 
Schools during 1948 and asked 
readers to enter the “annual copy 
judging contest’ designed to see 
how closely they could place the 
ads in order of their pulling power. 

On the opposite page the 12 ads 
which were used as the basis of 
the contest are again reproduced, 
this time with their standings. 

As will be noted, the advertise- 
ment originally identified as “G,” 
appearing in the middle row, was 
the “top” ad used by ICS in 1948, 
on the basis of its inquiry pulling 
power. In second place was “Op- 
portunity Has a Long Arm,” shown 
in the bottom row, while “The 
G.I.’s Have It!,” shown at upper 
right, was third. 

“Free as a Balloon” rated fourth, 


Advertising Age, February 28, 19.9 


and testimonial copy built arou 

Arthur Godfrey rated fifth. Six 
was “Some of the Nation’s Bi 

gest Men Were In Your Sh« 

Once,” while the veteran “Are Y 

the I.C.S. Type of Man” was se: 
enth. Eighth was the ad with t 

trick headline, “Don’t Read A 

other Word of This Advertis 

ment,” and ninth was another te .- 
timonial type ad, “Many of O, 
Key Men Owe Their Success 06 
L.C.S. Training.” 


‘'erokare sa 


— 


a This year for the first time, 
three “not-so-good” advertis>- 
ments were reproduced along wi h 
nine good ones, in an attempt ‘o 
make the guessing game a bit ea:;- 
ier. “How to Get Off the Shel/,” 
“There’s Big Money in Plastics,” 
and “There’s No Secret of Success” 
were the also-ran entries. 

Some 400 entries in the annual 
copy-judging contest have been 
forwarded to Paul V. Barrett. « - 
rector of advertising and prospect 
service for ICS, who will judge 
them and award the prizes, which 
this year consist of 15 books on ad- 
vertising, plus 85 copies of “Use- 
ful Shop Tables” and “Useful Busi- 
ness Tables,” manuals published by 
International Correspondence 
Schools. 

Winners will be announced here 
as soon as Mr. Barrett has had an 
opportunity to complete the judg- 
ing. 


before Congress came in for a 
blast from the association presi- 
dent, Milton J. Brock, who charged 
that “‘socializers” have deliberately 
exaggerated the housing need in 
order to tie up “an astronomical 
sum of $17.8 billion in 1,050,000 
public housing units.” This is in 
excess of $17,000 per public hous- 
ing apartment, he said, and “these 
self-designated supporters of the 
people’s rights’ protest the high 
cost of private housing at $5,000 
to $10,000 per unit. “This would 
be laughable if it were not so 
tragic,” he said. 

About 16% of all home builders 
now are constructing “economy 
homes,” according to a mail sur- 
vey conducted by the National As- 
sociation of Real Estate Editors. 
An additional 22% of all builders 
have these homes in the planning 
stage for ’49, the editors reported. 
The sales volume of homes has 
dropped, compared with a year 
ago, 84% of the editors said, with 
the average decline 18.6%. 


Final Washington 
Apple Drive Starts 


WENATCHEE, WasH.—The Wash- 
ington State Apple Commission 
will spend $120,000 in an ad drive 
running from February into May 
chiefly promoting winesap apples. 
The consumer campaign uses 88 
newspapers in 76 cities, outdoor 
posters in full color in 20 cities of 
southern California and the South, 
and subway and elevated station 
postings in New York and Chicago. 
Trade paper advertising is also 
being used in the winesap drive 
and emphasizes the merchandising 
possibilities of small sizes, since 
the winesap crop this year runs un- 
usually heavy to small sizes. 

This final phase of the commis- 
sion’s ’48-’49 program sends total 
expenditures for advertising, deal- 
er service and display material to 
$404,000 for the season. 

J. Walter Thompson Co., Seattle, 
is the agency. 


Cutex Promotes Star Bright 

Northam Warren Corp., Stam- 
ford, Conn., will start a campaign 
in April for its new spring and 
summer shade for Cutex nail 
brilliance, called Star Bright. Color 
ads will appear in Charm, Glam- 
our, Ladies’ Home Journal, Ma- 
demoiselle, Modern Romances, 
Modern Screen, Screen Stories, 
Seventeen and True Story. Young 
& Rubicam, New York, is the 


agency. 


Lester Loeb Joins Reiss 


Lester Loeb, former general 
manager of Emil Mogul Co., New 
York, has joined Reiss Advertising, 
New York, as director of plans 
Mr. Loeb was previously vice-pres- 
ident of Charles M. Storm Co., 
New York. 


Gets Dairy Account 

Chesterfield Farms Dairies, New 
York, has appointed Wiley, Frazee 
& Davenport, New York, to handle 
its advertising. 


As a user of Words 
You will be thrilled 
By the Words of .... 


A MAN WHO MADE A FORTUNE 
WITH WORDS, NAMES AND ME\ 


as he tells you of his business experi- 
ences in that interesting book “Teacher 
of Business.” 


This man who built one of America’s 
most successful business publishing 
properties — The McGraw-Hill Publish 
ing Company —is none other than 
James H. McGraw. 


The size of this book is 6% x 9%, 

It is bound in a beautiful green simu 
lated leather with title and sub title 
printed in gold ink on the front cover 


An autographed photograph of \Ir 
McGraw worth framing is reproduce! 
on a front inside page. This book wil! 
make a useful, permanent addition 1 
your business and home library. 


~ l 00 

per cory 
Advertising Publications, Tve. 
100 E. Ohio St. Chicago 11, ll. 


FILL IN AND MAIL THIS COUP) 
TODAY 

Advertising Publications, Inc. 

Div. 922 

100 E. Ohio St., Chicago 11, Il. 


Gentlemen: 
Please send me....copies of “Teac! er 
of Business”. Enclosed is $....... “a 
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idvertising Age, February 28, 1949 


How I. C. S. 1948 


The 12 advertisements reproduced here, all used by In- 
ernational Correspondence Schools during 1948, were re- 
»roduced here Feb. 7, without ranking, and readers were 


SOME OF THE NATION’S 


oe ef 
ee 
BIGGEST MEN WERE IN \(elllx< 


some of the largest steel, airplane, 
chemical, railroad electrical equip- 


ment companies in the country 
Primarily, their qualities of ambi- 
tion and i} ibk 


THERES WO SECRET OF SUCCESS / 


Bae rommvra for success in industry and business 
is an open book — no secret about it at all. Promo- 
than comes when you've trained yourself to han- 
die bigger jobs, prepared for Larger responsibalities 
Such training you'll find in a library of ex- 
tremely literal books— and it's up to you to open 
them and keep on opening them until you've 
mastered their contents. You can do this in your 
spare time for these are the easy-to-understand 
texts of the International Correspondence 
Schools with the teacher,built right in.” 
Covering more than 400 practical subjects, 
1.C.S Courses have aided thousands of men 


SUCCESS 


CE / 


Mor of America’s production and 
research leaders have stood just where 
YOU stand today 

They knew—as YOU know—that 
training is required for success. They 
acted upon that knowledge by obtain- 
ing their training from I. C. S. 

1. C.6. files bulge with the names of 
former students who are presidents, 
chief engineers or chief chemists of 


1g were 
for their miccesses. 1.C.S. made its 
contribution, however, in supplying ¢s- 
sential training. It can do the same 
for YOU! 

1. C. S. does not pretend that it can 
make an intelligent, ambitious man of 
one who is neither. It can and does 
make trained men of those who are 
intelligent and persevering. Here's the 
coupen chat thousands of successful 
Amencans have mailed! 


and women to win better jobs and larger rewards 
in every business and industrial field. These thou- 
sands are the proof of the familiar saying, “To- 
day's 1. C. S. student is tomorrow's leader.” 
Mark and mail the coupon and you can be on 
the way to joining them. It brings you full infor- 
mation on the subject you're interested in. Act 
today — if you're serious about becoming a success! 
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DON'T READ ANOTHER WORD 
OF THIS ADVERTISEMENT 


unless you're interested in a better job, a larger 
salary, greater responsibility! I. C. 8. are 
not addressed to the idly curious—they're the 
man who is curious with a purpose. 

If you want to know how to start achieving 
advancement and success, we have important infor- 
mation for you. 

We want to tell you that I. C. S. Courses cover- 
ing more than 400 subjects are available for spare- 
time study at surprisingly low cost. 

We want you to know that pay increases and 
* betterments are consistently reported to us by 

. C. S. students in a volume as high as 600 and 
more letters a month. 

Note, too, that ful 1. C. S. grad are 

ibered in the th ds and include presidents, 
production and research heads, superintendents, 
foremen in almost every branch of industry. 

It you're truly curious, you'l! want to know the 
details of what 1. C. S. did for these men—and what 
it can do for you. The coupon brings you this full 
information. Mark and mail it right now/ 


The 


S 


_ 


i 
atts 


Ads Ranked in Inquiry Pulling Power 


invited to enter the annual copy-guessing contest, to 
determine how accurately they could gauge the relative 
inquiry-pulling power of the ads. Nine were identified as 


“good” ads, three as “‘not-so-good.”’ The numbers following 
the ads here indicate their actual standings, as revealed 
by ICS. The “not-so-good” ads are numbered 13, 14 and 15. 


have it ! 


Goop wews for Veterans! I. C. $. 
Courses—all 400 of them—are now 
available under the G.I. Bill of Rights 
and Public Law 16. 

Here's your chance to learn while you 
earn... to master a trade or profes- 
sion and qualify for promotions and 
pay raises on the job. 

The coupon brings full details of the 
course you check—and complete in- 
structions on how to enroll. Mail it 
today! 
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LCS. can show you how. Greater 


many ambitious Americans are studying 
LCS. courses in 400 technical and com- 
mercial subjects — readying themselves 
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There is « definite 1.C.S. type. The records of 
130,000 current students... more than 5 million 
students since 1891 . . . supply the outlines. 
Here's how the typical enrollee shapes up at 
the time of beginning his studies: 

He is an adult. In good times or bad times, he 
is an employed man, Circumstances have pre- 
vented his attending a college but he is ambi- 
tious, intelligent, determined to acquire the 
specialized training that will help him in his 
present job and prepare him for a better one, 

Does the description fit you? Then you'll be 
interested in what LCS. helps these students 
to achieve. In a single 30-day period we have 
received as many as 635 student letters report- 
ing advancement in salary and position. In a 
period of 120 days we have received 1,920 
such reports, 

Graduates include the presidents, board 


for the big rewards, 
LCS. receives more than 1500 let- 
ters a year from students reporting salary 


job security, more responsible work, 
higher pay, a home of your own—what- 
ever you want is attainable if you qualify 
as one of the trained men vital to busi- 


chairmen, chief enginecrs or chicf chemists of 


some of the | 


st steel, airplane, chemical, 


ness and industry. 


In today's world, untrained talent 
doesn't have a chance against expert 
knowledge. That's the reason why so 


increases and promotions. Mark and 
mail the coupon e¢ they did — and you, 
too, can be on the road to economic 
freedom. It's a grand and glorious 
feeling to join the successful! 


INTERNATIONAL CORRESPONDENCE SCHOOLS ICS 


801 D968-N, SCRANTON 9. PENNA. 
ne Tr 


ot 


railroad and electrical equipment companies 
in the country, Thousands of others have reg: 


istered substantial successes in their choven 
fields. Here's the kind of coupon they signed 
and mailed, 
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A of us can't be geniuses. But 
any ordinarily talented mortal can 
be a success— and that's more than 
some geniuses are 

Now, as in Asop’s time, the 


in passing the genius who hasn't 
improved his talents. 

In good times and bad times, in 
every technical and business field, 
the trained man is worth a dozen 
untrained ones, no matter how 
eft 

The International Correspon- 
dence Schools can't make you into 
@ genius. For more than §7 years, 
however, 1. C. S. has been help- 
ing its students to become 
trained, successful leaders— 
and it can do the same for you 

Mark your special interest on 
the coupon. Don't be like the un 
successful genius who wastes his 
hife in dreaming of what he intends 
to do. Act now! 
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several pay raises. . . 
that long, long stretch “on the 
shelf.” You want to keep on climb- 
ing. You want to feel that you are 
getting somewhere. But how? 

1.C. S. can show you. A little 
more training could be all you need 
to get beck in the upswing. An 
advanced course or a “refresher” 
—studied in your spare time—will 
help prepare you for the next step, 
will show that you are ready to 
handle more responsibility, a 
better job. 

Trained men get the ‘breaks’! 
That's a fact proved over and over 
again by the records of former 
1. C. S, students. 

You don't want to bog down in 
your job. You don't want to remain 
“on the shelf” with the untrained 
Mai! the coupon today for complete 
information on how you can join 
the steady climbers. 
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JPPORTUNITY has a long arr 


I tsx"T even necessary to go half-way to mect 
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If for advancement. 
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prepared 


You can get ready for Opportunity as thev did. 


k and mail the coupon today and be prepared for 
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ARTHUR GODFREY SAYS: 


“1.C.S. made the impossible—easy!” 


You've often heard Arthur Godfrey, famed 
Fi 


Huck ~f Radio.” now winning new renown 
with bh t-to t “Talent Scov and other 
CBS progra B this is the first time you've 
heard the star on the subject of LCS 
“I had to quit high school before the end of 
in Wi 


« 
1.C. 3. Course and finished 
class! 1.0.8. made the impossible—easy!” 


1, the former Navy radio operator and 
t er in the U S. Naval R 
Asan 1CS& erad- 


¢ about 


the best 


ut for American du 
Study his statement. The 


the pon and mail it today for full inf 


mark your interest on 
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There's BIG MONEY in 


———— 


© Your chances for success hove never 
been greoter than they ore today in the 
field of plastics 


» makes custom 


© The International Correspondence Schools 

Course in Plastics is fitting hundreds of ambitious 

men for these greot and growing opportunities. 

@ All 1_C.S. Courses (covering 400 business and 

technical subjects) are prepared by leading practical 
outhorities, constantly revised to meet new developments. 
Yet the cost of 1.C.S. training is surprisingly low 

© Join the men who will be tomorrow's leeders. Moil this coupon today! 


“Many of our key men owe 
their Success to LC.$. trai 


tt We howe five engieceriag de- 
portments and the beads of 
four of them ere LC.5. men. 
tt 1.C.S. hes treined 32 per coat 
of our engineers end drattimes 
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his data is from the Market Research Company of 
America’s “Chronolog’’—a new kind of diary in 
which thousands of families recorded their current 
possession of magazines and their actual consumption 
of many basic consumer products. These families, 
selected by the latest sampling methods, represent 
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a true cross section of all U.S. families. 

The developer of the “Chronolog” received from the 
American Marketing Association a Meritorious Serv- 
ice Citation in 1947 for this “outstanding accomplish- 
ment in improving the technique used in continuing 
consumer surveys.” 
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36% of all 


WOMEN’S STOCKINGS 


bought in the 


U.S. in one week 


were bought by 


LIFE-Reading Families 


ALSO: 


% of all Men’s Shoes bought in the U.S. in one week 
32 were bought by LIFE-reading families. 


of all Phonograph Records bought in tl 


A6% month were bought by LIFE-reading families. 


a single day were 


1e U.S. in one 


of all Razor Blades unwrapped in 


33% opened by LIFE-reading families. 


er basic consumer products 


and similar quantities of 17 oth 


_. evidence that America’s biggest weekly magazine is 


also America’s most powerful medium for selling con- 


sumer goods! 


9 Rockefeller Plaza, New York 20, N. Y. 
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HE GOT RESULTS 


Out-pulled other paper 2 to | 


“My classified ad in ADVERTISING AGE’s 
‘Advertising Market Place’ was so successful 
that I have decided to run it again. Please repeat 
the same copy; I am enclosing check in payment. 
While I don’t want you to use my name, you can 
say that ADVERTISING AGE has pulled about 
2 to 1 over another paper with a higher rate.” 

Yes, you do get results — lots of results — 
when you tell your story to the top men in 
advertising through ADVERTISING AGE’s 
“Advertising Market Place.” It’s the place every- 
body looks for jobs, for men, for office equip- 
ment, for mailing lists, 
goods and services. It’s the number one place to 
tell your story if you want results! 


business opportunities, 


34s ge line. minimum charge $3. 


Sach with order. Figure bold face heods 


body face 40 per line. Box 
publication 


Sernent Gad tee’ tar’ Me Gea Bander aan th 
dote. Display classified advertisements take cord rate of $10 per column inch. Regu- 


lar cord discounts on multiple insertions and space over 5 


inches apply on display 


HELP WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 
Consult our H. R. Hazard 
GEORGE WILLIAMS CO.—Personnel 
209 S. State St., HA 17-2063, Chicago 
TOP ACCOUNT EXECUTIVE 
As partner in Live, Established Advertis- 
ing Agency. Only Small Investment Re- 
quired. Ability Prime Requisite. 833 Ed- 
wards Bldg. Cincinnati 2, Ohio (Main 3823) 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


LAYOUT ARTIST 
with some copy experience for agency in 
Indiana. Opportunity for advancement in 


copy, art and production. Outline 
previous experience, age, salary re- 
quired and how soon available’ in 
letter to: 


Box 2313, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Direct Adv. Agency-Lettersho 
needs young man with knowl. prod. and 
sales, willing work hard in all depts. to 
train as perm. —_ a woman owner. 
Give backgr., age, r., sal. desired. 

Box 2327, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


No. 3256. The Newfoundland Mar- 
ket. 

There’s something new in Can- 
ada—the Newfoundland market— 
which is being surveyed by Can- 
adian advertising agencies in an- 
ticipation of the confederation soon 
to be effected between Newfound- 
land and Canada. MacLaren Ad- 
vertising Co.’s research depart- 
ment has prepared a 19-page study 
of economic and business condi- 
tions under the following sectional 
headings: General information; in- 
dustries and employment; foreign 
trade and domestic markets; ad- 
vertising facilities; economic con- 
ditions, and anticipated changes. 
The bulletin is being made avail- 
able by McKim Advertising. 


No. 3257. Cleveland Consumer 
Panel. 

Grocery buying data covering 
the year from October, 1947, 
through September, 1948, for the 
500 Cuyahoga County families of 
the Cleveland Consumer Panel are 
shown in this report, published 
by the Cleveland Press. Volume of 
sales, brand share of the market, 
place of purchase, effect of family 
size on purchases and many other 
details are given, with monthly 
records, covering baking products, 
beverages, cereals, canned goods, 
spreads and shortenings, soaps, and 
frozen foods tabbed in sections. 
The project was conducted by the 
Bureau of Business’ Research, 
Cleveland College of Western Re- 
serve University, under the spon- 
sorship of the Press. 


No. 3258. Cost Reduction. 

The squeeze of rising costs, high 
taxes and high wage levels is 
cited as industry’s No. 1 problem 
in this booklet, the seventh in a 
series on copy techniques, issued 
by McGraw-Hill Publishing Co. 
All “good” business papers have 
been increasing the flow of “know- 


Information for Advertisers 


how” and “how-to” information, 
suggesting new and better ways to 
cut costs, the booklet says, and in- 
dustrial advertisers have not only 
an opportunity but an obligation 
to emphasize the cost and time- 
saving advantages of their prod- 
ucts. Some examples of what Mc- 
Graw-Hill publications are doing 
are shown, as are examples of how 
some advertisers are stressing cost 
reduction. 


No. 3259. Crop and Insect Spray- 
ing Survey. 

The market potential for power 
sprayers and chemicals is indi- 
cated in this report of a mail 
survey conducted by Wallaces’ 
Farmer & Iowa Homestead among 
its Iowa farm subscribers. Owner- 
ship of power sprayers, plans for 
purchase, what chemicals farmers 
use and for what specific purposes, 
what crops and how many acres 
farmers plan to spray in 1949, are 
some of the questions answered 
in detail in this report. 
No. 3260. Advertising Cana- 

dians Is a Problem. 

Basically, the problem, as de- 
scribed in this Star Weekly study, 
is Canada’s thinly spread popula- 
tion, complicated by the fact that 
in thousands of homes English 
publications are not read. A table 
showing English speaking centers 
where retail buying is heaviest, 
another showing number of Eng- 
lish families, Star Weekly circula- 
tion and per cent of coverage, and 
a detailed circulation breakdown 
indicate the publication’s coverage 
of the volume market of Canada. 


to 


No. 3217. Standard Market Data 
for Detroit. 

The Detroit News has published 
this file folder, which maps the 
city’s retail trading area and tab- 
ulates market data under 18 head- 
ings. 


_ USE COUPON TO OBTAIN INFORMATION 


100 E. Ohio St., Chicago 11, Ill. 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted) 


POSITIONS WANTED 


INDUSTRIAL AD MANAGER 
For the margin of difference that dis- 
tinguishes your advertising... winner, 
top two industrial advertising awards; 
producer of measurable results for one 
of top ten VU. S. mfrs. (of materials 
you'll recognize instantly); managing $2 
million budget, all phases of industrial 
and consumer promotion. 31. $7,000. 

Box 2308, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Art Director or assist., 4-A experience 
as art director on nat’l accounts. Chicago 
area only. 

Box 2325, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, lil. 


TO ASSIST ADV. EXECUTIVE 
Young woman with versatile adv. and 
sales prom. exp. Well groomed, tactful, 
capable exec. responsibility. 

Box 2319, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


FOLLOW THE SUN! 

OPEN A FLORIDA BRANCH! 
Sit on the beach—or go fishing! I'll 
chase copy, scripts, layouts, schedules, 
trains, publishers, broadcasters! Summers? 
Back north with you—or build southern 
billing. Now directing seven figure 
Northern billing. Twenty years exper- 
ience, including Florida—where sunshine 
thaws frozen budgets! Will fit your pat- 
tern like a glove. Five figure salary re- 
quired. Write Postoffice Box 891, Post- 
office Number 90, Chicago, Illinois. 


POSITIONS WANTED 


~ LAYOUT AND PRODUCTION MAN 
9 yrs agcy experience. Except. well qual. 
Part-time or full-time. Chicago agcy. 
Box 2320, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Layout Artist—Art Director 
wants to move South 
15 years’ experience, planning and pro- 
ducing, diversified accounts. Creative 
roughs, comprehensives, some finisned. 
Knows type, production, and grapnic 


arts. Age 30. 
ADVERTISING AGE 


Box 2021, 
luv E. Ohio St., Chicago ll, » All. 


ACCOUNT EXECUTIVE 
ASST., OR CONTACT MAN 
Offers solid ‘experience—responsibility in 
all pnases of planning, preparation; in- 
cluding radio and television. I'd hke to 
talk over a proposition with a Chicago 
agency that can use a reliable man com- 
bining creative talent with aggressive 
sales ability. Married, age 29, A-l per- 
sonality. 

Box 2322, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Lil. 


ACCOUNT EXECUTIVE—AD. MGR. 
Industrious young (31) man with creative 
ability. Exper’d in media, merchandising, 
public relations. Solid opportunity with 
agency or mfgr. prime consideration. 

Box 2323, ADVERTISING AGE 
luv E. Ohio St., Chicago 11, lil. 


For Hire: Copy with IMPACT! 
Created Free-Lance by idea-sparking co- 
operative ass’t. prom. dir. with 4 yrs. 
wide, sink-or-swim exp., univ. ed. com- 
mon-touch approach. Consumer, direct- 
mail, trade, PR copy that sells! Chgo. 
or by mail. Write today—right away. 

Box 2324, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ul. 


University of Missouri graduate, ad ma- 
jor, desires work on West Coast. Mar- 
ried, 27, willing to start at minimum 
salary if job otfers opportunity for ad- 
vancement on ability. 

Box 2318, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, ll. 


Production Man-Motion Pictures Anima- 
tion. Slide film for Television and Business 
Films. Wide knowledge of camera & art. 
Box 2326, ADVERTISING AGE 

11 E. 47th St., New York 11, N. om 


MISC ELLANEOUS 
NOTICE FARM ADVERTISERS — 


Complete farm art service—mats 
—cuts. Write for illustrated folder 
of agricultural art. John Andrews, 
Blink Bonnie Farm, 5023 Spaulding 


Road, Omaha. 


LETTER PERFECT! — 
A job application letter style used by many 
applicants. Responses run from 28% (never 
less) to 50%. What’s more . . LETTER PER- 
FECT USERS get jobs! Send only $1.00 for 
LETTER PERFECT. Adcrafters. 1008 Wal- 
nut Street, Kansas City 6, Missouri. 


Perfume Industry 
Unhappy With Ads, 
Says Chanel’s Prexy 


New YorK—Advertising in the 
perfume industry has not been as 
effective as perfume executives 
would like it to be, H. Gregory 
Thomas, president of Chanel, Inc., 
said in a panel discussion on per- 
fume at a recent Fashion Group 
luncheon meeting here. 

Mr. Thomas said a recent sur- 
vey revealed that 61% of the wo- 
men interviewed on perfume ad- 
vertising did not remember a good 
perfume ad; 83% did not remem- 
ber a bad perfume ad, and only 
38% of the women looked at the 
ads frequently. 

Ruth Boyle, beauty editor of 
Good Housekeeping, a member of 
the panel, classified most per- 
fume advertising as “very dull.” 
She said most of the ads consist 
of the name of the manufacturer, 
the name of the perfume and a 
few adjectives. “It doesn’t tell 
women why they should use the 
perfume or when. This sort of ad- 
vertising went out with Teddy 
Roosevelt.” 


ws “I’d just like to say that since 
I am on a class magazine, I think 
a good deal of money is being 
wasted on perfume advertising and 
specifically on class magazines,” 
Evelyn Green Haynes of Vogue 
said. “This is really sticking my 
neck out—no matter what your 
medium of advertising is, you 
should sell the product, and pres- 


Aggressive, versatile man in thirties seeks posi- 
tion as adv. mgr., sales promotion mgr. and/or 
sales Manager with— 


MANUFACTURER OF CONSUMER PRODUCT 
NOW EXPANDING NATIONAL SALES. 
Can offer varied experience in national and local 
advertising, merchandising and sales. Box 7291, 
ADVERTISING AGE, 100 E. Ohio St. 


Chicago 11, Ill. 


tige is a lovely word.” 

“Prestige is only good to us in 
business if it sells the product. We 
should get the skylarks out of the 
popcorn and put a real message 
in perfume _ advertising,” Miss 
Haynes suggested. 

Dorry Ellis, beauty and fashion 
editor of Macfadden Publications, 
told the group that readers of 
Macfadden magazines use per- 
fume but want to know how much 
it costs, what it’s going to do for 
them and how it should be used. 

“Let’s have a little more de- 
scription of the perfume and what 
it will do for the consumer and 
how to use it,” she urged. 


Dominican Republic Sets 
Intormation Drive for U. S. 


The Dominican Republic De- 
velopment and Tourist Commis- 
sion, Ciudad Trujillo, will launch 
a campaign at the end of March to 
acquaint Americans with the de- 
velopment and progress of the 
Dominican Republic. The Chicago 
Journal of Commerce, New York 
Journal of Commerce, New York 
Times Magazine, This Week Mag- 
1zine, Time, Washington Post, and 
travel business papers will be 
used. Charles W. Hoyt Co., New 
York, is the agency. 


Ford International Names 
Mills, Promotes Bogden 


A. K. Mills has been named vice- 
president in charge of public and 
employe relations for the new Ford 
International Co., New York. He 
formerly was a partner in Earl 
Newson & Co., public relations. 

Norbert A. Bogden, who left J. 
Henry Schroder Banking Corp. 
to join Ford in June, 1948, has 
been appointed vice-president and 
treasurer. 


Polangin Promoted to V.P. 


Frederick N. Polangin, head of 
the motion picture department of 
Buchanan & Co.’s Hollywood of- 
fice, has been named a vice-pres- 
ident of the agency. 


Advertising Age, February 28, 194; 


EXCEPTIONAL 
OPPORTUNITY 


FOR 


TRAFFIC 
EXECUTIVE 


for one of America’s lead- 
ing Advertising Agencies 
located in New York City 


The importance of this key position 
will interest the top traffic control 
men now in the advertising agency 
field. 

The man we want must, by neces- 
sity, know mechanical production. 
But, more important, he must have 
demonstrated unusual ability to plan 
and enforce heavy working sched- 
ules, and to coordinate all agency 
creative functions. His determination 
must be tempered with tact and a 
likeable personality. 

Here, he will have a group of sea- 
soned traffic men to assist him, an 
unlimited opportunity to advance 
himself, security, and participation 
in a liberal profit-sharing plan. 
Starting salary will be as big as the 
man who can qualify. Our people 
are acquainted with this. 

Write fully, giving full work his- 
tory, references, and state present 
salary. Box 7288, ADVERTISING 
AGE, 11 E. 47th St., New York 17,N.Y. 


PRINTING BUYER AND 
PRODUCTION MANAGER 


Top-notch graphic arts execu- 
tive with excellent record of 
achievement in plan, design, 
production and purchasing of 
high quality printing, desires a 
new position. Knows every 
printing process and their al- 
lied requirements. Over 20 
yrs., experience. Chicago — 
Salary Open. 

Box 7292, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


PRINTING 
PRODUCTION MANAGER 


Unusual opportunity at The Pennsyl- 
vania State College; healthful col- 
lege community; educational oppor- 
tunities for yourself and family; 
security benefits including liberal 
retirement plan; pleasant working 
conditions and congenial associates. 
Apply Personnel Relations Office, 
423 Old Main Building, State Col- 
lege, Pa. 


DIRECT MAIL MAN 


One of the Top-Ranking and Best 
Known Young Department Heads in 
the Country Seeks Broad Responsi- 
bility and Opportunity. Able to Take 
Full Charge All Phases of Large Op- 
eration — Publication, Product or 
Service. $12,000 Annually. Box 7281, 
11 E. 42nd St., New York 17, N. Y. 


FOR SALE 
37,000# 35” jumbo rolls —30” diame'er 
50# basis White #2 Allied'’s Offse! 
This paper has good color and a se‘i- 

smooth finish -— excellent strength. 

Will run four colors oftset adequate 'y. 
Make ofter. Box 7285, ADVERTISING 
AGE, 100 E. Ohio St., Chicago 11, |i. 


LITHOGRAPH SALESMAN 


Must be experienced and acquainted w th 
buyers of lithography in Chicago area. L ne 
inciudes 24-sheet posters, window disple’s 
counter and car cards, direct mail folders, « ‘ 


Old established company. Drawing acco ™ 
advanced against commissions. Give full 5 
ticulars and references. Box 7289, ADVE ® 
TISING AGE, 100 E. Ohio St., Chicago ] 
Ill. 


= 


To: Agency Principals 
Competent copy-contact man who knows 
merchandising and public relations se «* 
new connection. Writes well and is 
able new business man with potentic 
valuable Chicagoland contacts. 

Box 7290, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
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ANA Distributes 
Ad Slogan Thesis 
by Calvert Adman 


New YorK—‘‘Going on the prem- 

» that the creation of advertis- 
ig is unscientific, we can say 
that the use of the advertising slo- 
gan is equally so,” wrote Emanuel 
Faltz, some 80 pages into his 
graduate thesis on “The Slogan in 
Modern Advertising.” 

This conclusion, like much of 
Mr. Faltz’ preliminary data, might 
have been completely overlooked 
by the advertising business, had 
the Association of National Ad- 
vertisers not elected to issue the 
89-page study, and offer it to 
prospective purchasers for $2 a 
copy. 

Readers may be surprised to 
learn that dactylic and anapaestic 
rhythms were more easily re- 
membered; Mr. Faltz also presents 
material on rhyme, alliteration, 
antithesis, affirmation, brevity, 
curiosity appeal, punning, and pa- 
triotism in building slogan ef- 
ficiency. 


a Slogans are defined, their his- 
tory is outlined, specific biogra- 
phies of some slogans Faltz classi- 
fies as famous are included, as is 
some psychological rationalizing 
about why slogans are used, and a 
diagnosis of slogan characteristics 
and use. 

Mr. Faltz also attempts an eval- 
uation of the slogan in modern ad- 
vertising, and provides informa- 
tion on slogans’ legal status. 

Slogans, he says, have their 
most far-reaching effects when 
used in situations which are fairly 
indefinite: “Experiments have 
shown that slogans have a ten- 
dency to create a pattern of re- 
sponse where no such pattern ex- 
isted before.” 

To achieve this response most ef- 
fectively, however, Mr. Faltz sets 
forth several requirements a slogan 
should satisfy. It should appeal to 
one or more basic wants, it is 
usually better when used with 
lower-priced products than with 
luxury goods, and the majority of 
slogans are most effective when 
they follow the “rule of three’— 
that is, refer directly to the prod- 
uct, bring out some quality of the 
product, and include the name of 
the product or brand. 


es Mr. Faltz was an advertising 
man before he became a student; 
he had a job with the advertising 
department of Benrus Watch Co. 
two years before he first enrolled 
in New York University in 1939. 
By 1942 he was in the Army. He 
joined Calvert Distillers Corp. af- 
ter his discharge early in 1944. He 
returned to NYU’s night school 
the month following his discharge, 
and received his B.S. in market- 
ing in June, 1946. 

Now 30, he has a master’s de- 
gree from NYU won in 1948, and 
is at present at work on a Ph.D. 
Copies of his book may be ob- 

ied from the ANA at 285 Mad- 
ison Ave., New York 17. 


To Appoint Shrager Agency 


ohn Shrager, Inc., New York, 
hs been named to handle mail 
oer campaigns in newspapers, 
™ gazines and trade publications 
‘© Travaco Laboratories and Plas- 
ui Service Co., Boston, manufac- 
‘cer and distributor of cold- 
Se ting liquid plastics, and Henry 
Sciuman, Publisher, New York. 


Rc y Joins Block Drug 


ohn C. Ray, formerly with Alley 
« Richards, New York, and Mc- 
nn-Erickson, has joined Block 
4) ug Co., Jersey City, N. J., as a 
duct administrator. 


‘amin Corp. Names Agency 


itamin Corp. of America, New 
k, has appointed Wiley, Frazee 


/avenport, New York, to handle 
advertising. 


+ 
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Holds Design Competition 


Progressive Architecture, New 
York, is conducting a competition 
among architects for the design of 
a national headquarters building 
for the U. S. Junior Chamber of 
Commerce in Tulsa, Okla. Servel, 
Inc., Evansville, Ind., and General 
Portland Cement Co., Chicago, will 
sponsor the contest, which includes 
prizes totaling $7,000 and com- 
mission for designing the structure. 


Promotes New Food Container 


Crown Cork Specialty Corp., 
Decatur, Ill, is introducing its 
newest product, Freez-Tainer, all- 
plastic container for frozen food 
storage in lockers and home freeze 
units. Trade publications and di- 
rect mail will be used for the in- 
troduction, with magazines to be 
used later. William L. Pownall & 
Associates, Decatur, is the agency. 


Pollock Emphasizes 
Variation in Video 
Set Owners’ Income 


PHILADELPHIA—Writers of video 
commercials are making a mistake 
in directing their copy toward 
higher income groups. 

Julian G. Pollock, head of the 
agency bearing his name, told the 
Junior Advertising Club of Phila- 
delphia Feb. 17 that a “local maga- 
zine representative’s” recent sur- 
vey showed that the average video 
set owner is in the $3,000-$5,000 
income class. 

The study showed, Mr. Pollock 
said, that of 59 persons who re- 
cently bought TV sets in two de- 
partment stores here, only five are 
in the $50 or more monthly rental 


group while 14 are in the under- 
$30 bracket. 

The agency head also said too 
many agency copywriters waste 
TV time and money by writing 
commercials suitable only for 
radio. 

The young admen were urged to 
see more movies so they could 
study film techniques adaptable 
for television programs. 


Bronell Agency to Move 


Bronell, Inc., Los Angeles agen- 
cy, will move its offices from 115 
W. Seventh St. to 1489 W. Wash- 
ington on March 1. 


Hanley Names Neubauer 


Hal Neubauer has been named 
general sales manager of James 
Hanley Co., Providence, R. L., 
brewer. 
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F&S&R Appoints Mercer 


Guy Mercer, formerly a member 
of the account handling group of 
Buchen Co., has joined the Chicago 
office of Fuller & Smith & Ross as 
an account executive. 
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can afford. . 


You'll profit by it... 


one small county or the entire country... 


@ We hope you've seen the fine new booklet of the NARSR*, 
“Spot Broadcasting lets You decide.” It’s a honey—and as a 
member of NARSR, we're proud of it. 

It repeats a lot of what we've been preaching for years: That 
Spot Radio gives you your choice of stations, times, markets. 
That you pick the best programs in each market, the right 


selling message for every program. That you can reach either 


spend just what you 


. and make every single dollar work and work 
and WORK for you! 
Ask your John Blair man to show you this excellent booklet. 


and you'll enjoy it. Ask him today! 


Offices in Chicago « New York « Detroit . St Louis « Los Angeles »« San Francisco 


*National Association of Radio Station Representatives 
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" e to clubs, schools, etc. 
Newsfilm Series, Principals of Photofilms, which 
; ‘describes itself as a cooperative 
Including Ads, to venture by a group of specialists, 
include Erven Jourdan, who 


Be Launched Soon | 


Los ANGELES—Photofilms, Inc., 
has announced plans to market 
a bi-monthly series of 16 mm. 
sound newsfilms, complete with 
advertising by makers of photo- 
graphic equipment and supplies, 
for the use of camera clubs, photo- 
graphy departments of colleges 
and high schools, and other groups 
of photographers. 


switched over to cinematography 
after a successful career in still 
photography. Business manager 
is Dan Saxon, former California 
publication advertising director. 


Dickens Names Askren 

Robert H. Askren has been 
named business director of Robert 
Sidney Dickens & Associates, Chi- 
cago designer. He formerly served 

Each newsfilm will be about 45 ee Ee deca Clee toe 
minutes in length, in the form of| and as design and color coordina- 
a “motion picture magazine” which| tor for the retail display division 
will include five or six editorial| of Montgomery Ward & Co., Chi-| 
and educational features. Advertis- | ©#8°- 
ing will take up about ten minutes 
of the time in each film. The first 
film is to be distributed in March, 
the Company announced, and only 
a nominal charge will be made 


Gets Furniture Account 

F. G. McKay Co., Toronto, manu- | 
facturer of laboratory furniture, | 
has placed its advertising with J. 
J. Gibbons Ltd., Toronto. 


Penny Baby Ruth 
in Sight Again, 
Curtiss Reveals 


Decides Not to Match 
Wholesale Price Cuts 
of Other Producers 


Cuicaco—Something new on the 
postwar market, those oldtime 
Baby Ruth penny candy bars, is 
on the way back. 

What’s more, announced Curtiss 
Candy Co., the revived product 
will bear more than an ethereal 
resemblance to the prewar variety. 
Each individually-wrapped penny 
bar will weigh at least half an 
ounce, which isn’t too far below 


the old weight. 

Since the 1¢ bars are aimed pri- 
marily at the juvenile market, 
where the volume is considerably 
below sales attained by the nickel 
Baby Ruth, Curtiss plans no ad- 
vertising of the penny product. It 
is being reintroduced first in the 
company’s southern division, and 
Curtiss is uncertain when full pro- 
duction and distribution can be 
achieved. 


ws Otto Schnering, president of the 
Chicago company, explained that 
higher postwar costs had up until 
now prevented Curtiss from re- 
introducing the penny bar. The 
company has started production in 
limited quantities, he said, and it 
does not yet know when nation- 
wide distribution will be reached 
again. The penny Baby Ruths 
were suspended during the war 
years. 

Curtiss, which is promoting the 
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admen and printers everywhere. 
from in the brilliant BUCKEYE line; 10 colors, 9 finishes, in 
the lower-priced but attractive BECKETT line. 


\siveR IRL 


PHOTOGRAPHED BY BENEDICT FRENKEL 


You may know her as the Chesterfield Girl — 


or, perhaps, as Miss Rheingold (she’s the only model to have won 


that title twice). She may have caught your eye as 


a Model Mother (with her three-year-old son) in 


a recent Ipana Toothpaste ad... or simply as a 


“cover girl,” in which role she has appeared 49 


times. She’s the original junior model, her 


name is Pat Boyd, and she has the most famous 


smile — and dimples — in the advertising business. 
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OVER PAPERS 


MADE BY THE BECKETT PAPER COMPANY 


Color that catches the eye, texture that 


is pleasing to the touch, quality that assures long 


wear — these are the ingredients that make BUCKEYE 


and BECKETT COVERS the first choice of 


) 
opt 


»” HAMILTON, OHIO 


tive color—is back in 


the BUCKEYE line. 


14 colors, 9 finishes, to choose 


Samples on request. 


(\ PAPER COMPANY 


—a rich and distinc- 
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| nickel 


| Baby Ruth via 24-sh ¢ 


posters in the Chicago area én 
linking it with other candy ang 
food products in Life and Lio) 
advertisements, told ADVERTIs 
AGE it will not follow the lead o; 
several other major candy prod 
ers in trimming wholesale pric« s. 

Curtiss officials said the co »n- 
pany’s decision to maintain 
wholesale price structure at 
present level is based on a be 
that it can, by maintaining pres 
prices, gradually increase 
weights of its various bars énd 
thus offer the customer a bet 
buy. A. bigger value for a nickel. 
it reasons, will mean a bigger vy |- 
ume of sales, benefitting the »:e- 
tailer and wholesaler as well as 
the ultimate consumer. 


ws Though the reductions have jo 
been passed on to the consumer. 
wholesale prices recently were 
trimmed by Williamson Candy Co. 
Chicago, whose volume leader is 
the nickel Oh Henry bar; Her- 
shey Chocolate Corp., Hershey, 
Pa., on its bars, and Peter Cailler 
Kohler Swiss Chocolate Co., New 
York, maker of Nestle’s chocolate 
bars. The wholesale cuts ranged 
from 6 to 8%, not large enough t 
permit any reductions at the re- 
tail level. 

Hershey started the downward 
wholesale price trend by announc- 
ing its first cut since the wai 
reducing the box of 24 small bars 
from 80 to 75¢ and the box of 24 
larger bars from $2 to $1.84. Nes- 
tle’s were similarly reduced, an 
then Oh Henry’s producer matched 
the cut. Prices to the retailer. stil! 
are above prewar levels, howeve! 
and all except the biggest volume 
stores are reluctant to boost cur- 
rent sales volume by introducing 
markdowns. 

A sharp drop in the cost of coco: 
beans is credited with bringing 
about the cut in wholesale prices 
Cocoa prices, controlled by a Brit- 
ish cartel, got as hign as 53¢ pe! 
|/pound in 1947 but now, with ar 
| over-supply of the product, aré 
around 18¢. Sugar prices have re- 
mained stationary, but the indus- 
try believes an increase may be 
effected because of inadequate 
| supplies under U.S. allocations 


we The confectionery industr) 
boosted wholesale sales last yea 
jto a new peak, $1,050,000,000 
|compared with $950,000,000 in 
| 1947. Candy Industry estimates to- 
|tal 1948 sales at the retail level 
|at $2 billion. Those ’48 levels wil 
| be maintained, and possibly ex- 
|ceeded, this coming year, it be- 
| lieves. 

The average price of candy @! 
wholesale moved up from 34.1¢ 1! 
| 1947 to 38¢ last year, according ‘ 
|Commerce Department estimates 
Bars and other candy products 
the nickel and dime retail pric 
groups accounted for 60% of the 
candy sold during °47, it repor's. 


SSSGI Standards Are 


Drawn from U. S. Bureau 

J. L. Arnold, president of Sa‘et) 
Standards for Sun Glasses, (1¢ 
New York (AA, Feb. 14), points 
‘out that the standards appearir ¢ 1! 
'SSSGI ads are adapted by the 
‘group from standards on re or 
with the U. S. Bureau of Stand: ras 
'and equal or exceed those of in 
|'Commission of Opticians of 
'State of Connecticut. 

Mr. Arnold explained that, s ! 
|/his group only certifies lense, ™ 
cannot make quality sun gle ses 
'which sell for $1, although t* 
‘group hopes by its activitie “ 
|make it possible for the publi: 
|buy good glasses at that } "ce 
| some time in the future. 
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$ ,000,000 Carrier 
Series to Stress 
Buyer's Market 


yracuseE—Carrier Corp. will 
stress the advantages of air con- 
di: .oning for companies producing 
an | selling in a buyer’s market, in 
its 1949 campaign. 

Vith an expenditure of nearly 
$1.)00,000—largest in Carrier’s ca- 
reer—the campaign will demon- 
strate the dollar profits from air 
ditioning, said President Cloud 
W.mpler. “In industry today,” he 
lained, “air-conditioning is now 
a money-making production tool. 
It helps to turn out goods faster, 
better, cheaper. In stores, air con- 
ditioning attracts customers.” 

The campaign opened with a 
four-color page in The Saturday 
Evening Post for Feb. 12, with the 
headline “Temperature 102°—Pro- 
duction 0.” 

A series in Business Week and 
Nation’s Business will tell “the 
profit story” and will feature Car- 
rier Weathermakers in various 
models for different lines of busi- 
ness. 


as Starting in May a new console 
model room air conditioner for ex- 
ecutive and professional offices 
and for homes will be promoted 
in Time. Fifteen- and 30-cubic-foot 
home food freezers will be adver- 
tised in Country Gentleman. 

Other campaigns will run in 
electrical, plumbing and other in- 
dustrial papers; in 15 food, pe- 
troleum, hotel and other papers, 
and in architectural and engineer- 
ing publications. 

Carrier is enlarging its adver- 
tising allowance to dealers to in- 
clude a portion of the cost of radio 
and television time. 

Plans for the program are being 
told to dealers and distributors in 
a series of meetings in 23 cities. 

N. W. Ayer & Son handles 
Carrier advertising. 


Globe, Esso, Ford 
Win Poster Awards 


Cuicaco—Globe Brewing Co., 
Baltimore, for an outdoor poster 
showing a bottle of its Arrow beer 
‘Out in Front,” won first place in 
the 17th annual National Com- 
petition and Exposition of Outdoor 
Advertising Art sponsored by the 
Art Directors Club of Chicago., 

The poster was drawn by Carl 
Paulson. Joseph Katz Co., New 
York, is Globe’s agency. The post- 
er was picked first by judges who 
viewed more than 750 entries. 

Second place was won by de- 
signs submitted by Esso Standard 
Oil of New York—a “Greetings 
from Your Esso Dealer’ picture 
painted by Howard Scott, who did 
the first and second-place posters 
in the competition last year—and 
third place went to Ford Motor 
Co's poster by Walter Wilkinson 
sh wing a doctor saying “All I can 
he r is Ford, Ford Ford.” 

leCann-Erickson is _ Esso’s 
ag ney on outdoor and J. Walter 
bh mpson places Ford advertising. 

ther winners in various di- 
vis ons will be announced later, 
an the 100 best posters will be 
‘ vn at Marshall Field’s Store 
‘or Men here for two weeks be- 
S) 1ing March 24. 


i sch Opens Own Agency 


arold Kirsch, formerly an ac- 
‘Oo nt executive of Maurice Lionel 
Hi sch Co., St. Louis, has opened 
Ns own advertising agency, Harold 


nar Blvd., St. Louis 5. The new 
) vision. 


ith Elects Boyne V. P. 


iliam W. Boyne has _ been 

ted vice-president of Zenith 
@ 0 Corp. of New York, wholly- 
ed subsidiary of Zenith Radio 


© >». of Chicago. 


oie ANG oa 
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Five Judges Named 
for IPI Essay Contest 


The five judges who will pick 
30 national prize winners in the 
13th annual IPI essay contest, 
sponsored by International Print- 
ing Ink in cooperation with the 
National Graphic Arts Education- 
al Association, are: Harry L. Gage, 
graphic arts consultant to Mergen- 
thaler Linotype Co., chairman; 
Carl E. Dunnagan, president of 
Printing Industries of America, 
Inc.; Lou Little, head football 
coach at Columbia University; 
Mary Jean Simpson, dean of 
women, University of Vermont and 
State Agricultural College, and 
William G. Simpson, president of 
the C. T. Dearing Printing Co., 
Louisville. 

Local prizes already have been 
awarded for essays submitted, of 
which there were approximately 
20,000. These local prize winning 


essays now compete for the 30 
national awards which include a 
$500 first prize. 


‘Press’ Prints Special Issue 


The Press, Grand Rapids, Mich., 
tying in with American Opportun- 
ity Week in Grand Rapids, 
Feb. 7-12, published its largest is- 
sue, 72 pages, on Feb. 5. The issue 
contained two special sections of 
Grand Rapids Progress advertising 
by wholesalers, manufacturers and 
retailers of the city. Thirty-seven 
pages were devoted to present day 
and historic information concern- 
ing people and business firms. 


Rosenberg Named A. M. 


Al Rosenberg, formerly with J. 
C. Martin Studios, has been named 
advertising manager of Weston 
International, New York, which 
makes flash-lights and cigaret 
lighters. 
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He succeeds William T. Brookins, 
who is being transferred to Chi- 
cago. 


Gets Camera Account | 

International Camera Corp., Los | 
Angeles, has appointed David S. 
Hillman, Inc., Los Angeles, to han- | 


dle its advertising. The company | — — 
OUR BUSINESS IS THE HAI 


will soon introduce a new candid | § “9 
PREMIUM and CONTES 
- 


camera and also will manufacture 
Responses 


camera accessories. 
FREE 16 PAGE BOOKLET 


JWT Moves Davies to Denver |” 
Morley B. Davies, for the past | * 
three years with J. Walter Thomp- a 
son Co., in Detroit, has been ap-| 
pointed head of the Denver office. | 


BRIGGS OUTDOOR. 


Oe, 


ADVERTISING COM 


chased his 


“Our ads in Missouri Ruralist have created more comment 
and we believe are read by more of our farmer trade than 
all of the other advertising we do. The farmer trade is the 
backbone of our Duroc Sales.” 


Mr. Simpson has been using the Ruralist since 1943 when 
he used it to advertise his first Duroc sale. He also pur- 


first Duroc boar from a Missouri Ruralist ad. 


Hundreds of Rural Missourians BUY as well as SELL through the pages of the 


Missouri Ruralist. When the subscriber readers of a publication place it first as their 


choice of an advertising medium, it becomes vital news to sectional as well as national 


advertisers desiring primary coverage of Missouri farmers. The added fact that Mis- 


souri livestock display advertisers buy 42 lines in Missouri Ruralist to 5 lines in the 


closest secondary medium is also worthy of notice. 


Nearly ninety years of advocating agricultural advancements, of analyzing, not merely 


reporting on farm events, has built this overwhelming acceptance. 


To those who are interested in establishing new products in Missouri or increasing the 


market acceptance of products already available, Missouri Ruralist offers effective 


influential leadership, readily interpreted into increased sales. 


Display Livestock Advertising 1948 


No. 1 MISSOURI 


RURALIST 


* (From publishers information bureau) 


No. 2 A WEEKLY FARM NEWSPAPER... . 
* (Estimated, no records published) 


MISSOURI RURALIST 


Editorial Office, Fayette, Missouri 


*41,806 LINES 


*4,763 LINES 


Business Office, Topeka, Kansas 
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Seattle CofC Gives 
Promotional Awards 


SEATTLE—Two Seattle newspa- 
pers won awards in the annual 
Paul Bunyan Trophy contest 
sponsored by the Seattle Chamber 
of Commerce to recognize out- 
standing promotion on behalf of 
the city and the region. 

The annual Paul Bunyan Trophy, 
top prize in the competition, went 
to the Seattle Post-Intelligencer 
for national publicity received on 
the completion and dedication of 
the Hearst paper’s new $4,500,000 
building. 

Among seven secondary awards, 
the Seattle Times won the prize 
in the classification of publicity 
and graphic promotion. This was 
in recognition of the Times’ ski 
school in the Cascade Mountains, 
considered the largest ski school 
in the country. 

Kenworth Motor Truck Corp., 
Seattle, won the award for the 
classification of commercial ad- 
vertising campaigns, based on copy 
appearing in 19 national and in- 
ternational trade publications. 
Beaumont & Hohman is the agen- 
cy. 

In the classification of major 
promotion campaigns gmbracing 
several media, Superior Publish- 
ing Co. won the Oscar, based on 


publication of 12 books in the past 
year by Seattle and Northwest 
authors. 


Two Join Adrian Bauer; 
Agency Adds 3 Accounts 


Harold J. Gibbins has been ap- 
pointed assistant production man- 
ager of Adrian Bauer Advertising 
Agency, Philadelphia. John M. 
Hebenstreit has joined the agency’s 
art department. 

The agency has been named to 
direct the advertising of M. Sickles 
& Sons, manufacturer of Rhapsody 
diamond rings; 2601 Parkway 
apartment house, and Sanson Ho- 
siery Mills, Inc., manufacturer of 
Picturesque nylon stockings. The 
latter is using newspaper full pages 
in five cities, will do so in five 
more not yet selected and later 
will use magazines and television 
announcements. 


Gets Whisky Account 


McKee & Albright, Inc., Phil- 
adelphia, has been named to di- 
rect the advertising of Old Treas- 
ure whisky for Old Hickory Dis- 
tilling Co., Philadelphia, an af- 
filiate of Kinsey Distilling Corp. 
Magazines, newspapers and other 
media will be used. 


Franklin, Bertin Appointed 
Broadway Fashions, New York, 

has appointed Franklin, Bertin & 

Tragerman, New York, to handle 


OF 


I'M SLANTING 
MY SPACESHIP 

FOR PITTSBURGH 
AND THE NEWSPAPER 


its advertising. 


TOMORROW, MEET 
YOU THERE ON 
MARCH 27 


ED/TION. oF THE 


PITTSBURGH POST-GAZETTE 


600 WEST VAN 
CHICAGO 7, 


Creaivitity in your reproductions is achieved by 
having plates made that are right in all respects. Dot 


Engravers Inc. produce the finest in color process plates, 


ILL. 


Greater Credibility 


Color 
Process Plate 


Specialists 


BUREN 
STate 


STREET 
2-5367 
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Importers Laud 
Puerto Rican 
Rum Campaign 


New YorK—The National As- 
sociation of Alcoholic Beverage 
Importers, which earlier this 
month questioned the effectiveness 
of Puerto Rico’s $1,000,000 rum 
advertising campaign, last week 
reversed itself and lauded the 
Puerto Rico Industrial Develop- 
ment Co. on its program. 

A short time after the company 
and its agency, McCann-Erickson, 
announced a campaign to promote 
Puerto Rican rum in the United 
States with a campaign beginning 
this spring, Harry L. Lourie, ex- 
ecutive vice-president of the as- 
sociation, questioned the promo- 
tion. “Failure to make use of the 
».knowledge and experience of peo- 
ple in the import industry has re- 
buked confidence,” Mr. Lourie 
said. 

The campaign, as announced at 
that time by Teodoro Moscoso Jr., 
president of the Puerto Rico In- 
dustrial Development Co., is to be 
two-fold, in that mainland im- 
porters are to support the cam- 
paign with advertising for their 
individual imports. 


s Apparently Mr. Lourie didn’t 
think there had been adequate in- 
formation given to the individual 
importers on the objectives of the 
Puerto Rican promotion. 

The situation was ironed out at 
a meeting here between represent- 
atives of the Puerto Rican com- 
pany, independent importers, the 
importers’ association, McCann- 
Erickson and the public relations 
firm of Robbins & Barber, which 
handles the industrial development 
account. 


w The campaign will break with 
full-color pages in late March in 
Collier’s, Life and Look. Other 
magazines will be added to the list. 
During the summer an extensive 
newspaper promotion will start in 
markets suggested by the inde- 
pendent rum importers here. 

Twelve American companies 
which import and distribute Puerto 
Rican rum are expected to par- 
ticipate in the program, through 
separate ads on behalf of their 
own brands, at least to the extent 
of $500,000. 

Present at the meeting were 
representatives from Bacardi Im- 
ports, Canada Dry Ginger Ale Co., 
McKesson & Robbins, National Di- 
stillers Products Corp., Renfield 
Importers, Ronrico Corp., Schen- 
ley Import Corp., Schieffelin & 
Co., W. A. Taylor & Co. and “21” 
Brands. 


FMA Sets Time Sales 
Clinic tor April 1 


FM’s coverage and set promotion 
will be featured at a time sales 
clinic which the FM Association 
will hold at the Hotel Commodore 
in New York April 1. The program 
will be designed to bring adver- 
tisers, agency people, broadcasters, 
set dealers and other interested 
parties up to date on FM progress. 

Discussions are likely to center 
in a new FMA study of set distri- 
bution. According to preliminary 
figures released here last week, 
FM set production was up 35% in 
1948, while AM set output dropped 
28%. 


Remington Shifts Patteson 


Perry B. Patteson, in the San 
Francisco office and before that 
manager of the Seattle district 
office until it was closed last year, 
has been named western regional 
sales manager of Remington Arms 
|Co. He will make his headquarters 
in Bridgeport, Conn. Mr. Patteson 
succeeds Dewey Godfrey, who has 
been named assistant director of 
sales. 


Advertising Age, February 28, 1: \9 
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Teleradio Mans Corner 


There are interesting angles aplenty in connection with 
television, and your Teleradio Man has lately been intrigued 
by the suggestion that video has an embarrassing X-ray ef- 
fect upon stuffed shirt political orators, the less inspired type 
of clergyman and corporation spokesmen who exude more 
love of self than anything else. In short, there is a new kind 
of show-through to worry about. 


We do not suggest that only the pure in heart can get by 
in television. That would be too fanciful an interpretation. 
The point is more reasonable, indeed no more than common 
sense. A man or woman may look one way, sound another. 
Radio hid the looks; television exposes. Stated another way, 
egotism and insincerity as detected by eye check words cal- 
culated another way. 


All this very much concerns the advertising manager, for 
his hired personalities are going to be conveying “impres- 
sions” to prospective customers. The reactions of the public 
to what they now see as well as hear extends the area of 
sponsor anxiety. : 


Even so popular a figure as Arthur Godfrey can make an 
unfortunate impression. Perhaps the most overworked enter- 
tainer in the teleradio world today, Godfrey floundered on a 
recent Chesterfield TV show. He knew he was doing badly, 
he was obviously tired, self-conscious and irritable. The re- 
sult was a display of temper and exasperation. He was 
being not his customary good-natured self, but temperamental 
and peevish. It was the same combination of self-conscious- 
ness before that camera and bone-deep fatigue which led 
Godfrey to hold up a miniature toilet and crack that this 
was a replica of his office. 


Night club entertainers have also stumbled before the 
seeing eye, their leering grimaces and sexy sight business, 
which would have been seen by studio audience, only, in 
radio, stirring adverse reactions in family parlors. 


In sum, advertisers face all sorts of new hazards of taste 
and censorship in video; and the X-ray on stuffiness, ego- 
tism, arrogance, temperament, petulance is a dangerous 
thing. Don’t be surprised in the next year or two at some 
national television “incidents.” 


aa 


GF Sets Special 
Drives for Snider, 


York, is the agency. 


A “Spark Up Your Meals” cam- 
paign for Snider’s condiments will 
be promoted with a spread in the 
March 7 issue of Life and The 


Birds Eye and Baker 


New YorK—General Foods Corp. 
is launching special promotions 
within the next few weeks for 
Baker’s Premium Shred and 
Southern Style coconut, Snider’s 
condiments and Birds Eye frozen 
foods. 

Four-color ads for Baker’s 
Premium Shred and coconut will 
appear in Better Homes & Gardens, 
Country Gentleman, Good House- 
keeping, Ladies’ Home Journal and 
Woman’s Home Companion. The 
product will also be promoted five 
times weekly on the WOR, New 
York, “Martha Deane” show, on 
“When a Girl Marries’ on NBC 
and on the “Wendy Warren Show” 
on CBS. Young & Rubicam, New 


Saturday Evening Post, plus a full 
page in The American Weekly. 
Benton & Bowles, New York, han- 
dles Snider’s. 

The Birds Eye-Snider division of 
General Foods is reminding con- 
sumers, in newspaper ads, that the 
recent crop-ruining freeze has sent 
prices of market vegetables soar- 
ing, but there is no increase on 
quick frozen Birds Eye vegetables 
Y&R here handles Birds Eye. 


Names Jenkisson to Ad Post 
J. Arthur Jenkisson, formerly 
account executive of M. Glen Mil- 
ler Advertising, has been named 
sales promotion and advertising 
manager in charge of sales train- 
ing of Illinois Bottled Gas Co. 
Chicago, marketer of Dri-Gas. 


GHD PRINT 


R.C.S. Giant Prints 
(Photo blow-ups) are 


profitable ideas 


Get YOUR 
RAPID 


on parade in this sparkling new book. You'll get 


b about this topnotch advertising medium. 


123 N. WACKER DRIVE ° 


HERE'S HOW 


YOU 


CAN USE 


PHOTO | 
BLOW-UPS” 


The ROS 


BOO 


and the “inside” story 


free copy now! 


COPY SERVICE, INC. 
CHICAGO 6 
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“ne Eckelkamps have built 
) 4-part plan for tomorrow 
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OPENER—This copy, 
vestment plans ‘of typical American fam- 
ilies, is the opener of the New York 
Stock Exchange campaign, scheduled for 


featuring the in- 


16 magazines and business papers. 
Gardner Advertising Co., New York, is 
the agency. 


Stock Exchange Will 
Aim for Extra Bucks, 
Define Stockholders 


New YorkK—The New York 
Stock Exchange will tune its 1949 
advertising campaign to reach two 
objectives: Eliciting surplus dol- 
lars from a wide range of pros- 
pects, and disabusing the public 
of its image of the bloated stock- 
holder. 

The series will show typical 
American families who have dis- 
covered the wisdom of securities 
investment. It will appear in Am- 
erican Magazine, Country Gentle- 
man, Farm Journal, Financial 
World, Forbes’, Life, Look, Maga- 
zine of Wall Street, Newsweek, 
Pathfinder, The Saturday Evening 
Post, Time, U.S. News & World 
Report, and American Press, Edi- 
tor & Publisher and Publishers’ 
Auxiliary. 

By showing exactly who stock- 
holders are—the man-next-door 
approach—it hopes to rid the pub- 
lic of its picture of a stockholder 
as a tycoon. 

Emil Schram, president of the 
exchange, said in announcing the 
campaign that ownership of shares 
does not have the attractiveness it 
should have, and that the lag in 
ownership does not reflect a lack in 
funds but “a lack of confidence in 
equities on the part of a great 
many people.” 

Gardner Advertising Co. is the 
agency. 


‘Good House’ Beauty Plan 
to Get Retail Promotion 


Good Housekeeping carries in its 
March issue a “14 day miracle 
beauty plan,” which will be print- 
ec separately and sold on news- 
stands for 25¢ after the March 
issue is sold out. The plan also is 
incorporated in a movie, which 
will be used in television, starting 
with WBAL, Baltimore, and for 
department store promotions. 

More than 25 department stores 
hive lined up for the promotion, 
a have 22 drug chains, and some 
newspapers are expected to reprint 
te series, day by day, for 14 days 
é po the March issue is off the 
Ss inds, 


) etasap Appoints Lewin 


[he Newark office of A. W. 
! win Co. has been appointed to 
' ndle the advertising of Meta- 
£ p Chemical Co., Harrison, N. J. 


2 Stations Name Bolling 


Bolling Co., New York, has been 
* ointed to represent Stations 
‘ ROW, Albany, and WILM, Wil- 
r ington, Del. 


F YOU USE CAR CARDS 
Send for FREE Sample . 


‘CARDISPLAY”’ 


UNIQUE POINT-OF-SAL 
CAR-CARD HOLDER > 


CARDISPLAY CO 


MARQUETTE AVE. MINNEAPOLIS. MINN 


Hutton Urges Every 
Business to Boost 
Ad Budget by 1% 


MIamMI—A proposal that every 
business in this country increase 
its advertising appropriation by 
1% was made by E. F. Hutton, 
former chairman of the board of 
General Foods Corp., in a talk be- 
fore the Rotary Club of Miami. 

Mr. Hutton suggested the in- 
crease in order to carry out Gen- 
eral Eisenhower’s suggestion, made 
in New York to the Association of 
National Advertisers and the 
American Association of Adver- 
tising Agencies on Oct. 27, 1948, 
that “business must promote an 
understanding of what made those 
products possible, what is neces- 
sary to a free market and what our 
free market means to the individ- 
ual liberty of each of us, to be 
certain that the freedoms under 
which this nation was born and 
brought to this point shall endure 
in the future... for America is the 


product of our freedom.” 

This suggestion on advertising 
followed Mr. Hutton’s proposal that 
an annual prize fund of $4,000,000, 
one hundred times larger than the 
Nobel Peace Prize, be permanently 
established to reward the efforts 
of individuals in behalf of the basic 
rights and freedoms of American 
life. 


NBC Advances Knode 


Thomas E. Knode, director of 
National Broadcasting Co.’s New 
York press department, has been 
advanced to administrative assist- 
ant to Carleton D. Smith, director 
of network television operations. 


Heitkamp Joins Swaney 


Ernest L. Heitkamp, formerly 
travel editor of the Chicago Her- 
ald-American, has joined Morris 
F. Swaney, Inc., Chicago adver- 
tising agency. 


Acme Appliance to Reiss 


Acme Air Appliance Co., Brook- 
lyn, has appointed Reiss Advertis- 
ing, New York, to handle its adver- 
tising. 


Crawley Names MacDonald 

William A. MacDonald, for the 
past five years senior producer 
with the National Film Board in 
Ottawa, has joined Crawley Films 
Ltd., Ottawa, as director of spon- 
sored film distribution. 


‘Courier Journal’ Names Close 


George D. Close, Inc., newspaper 
representative, has been named to 


represent the Courier Journal, 
Prescott, Ariz., on the Pacific 
Coast. 


Westinghouse Shifts Mills 
C. W. Mills, in the advertising 
and sales department of Westing- 
house Electric Corp., Pittsburgh, 
has been named sales promotion 
manager of the northwestern dis- 
trict, with offices in Chicago. 


Names Railton, Udall 

Railton, Udall & Co., San Fran- 
cisco and Los Angeles, has been 
named western advertising repre- 
sentative of American Girl, pub- 
lished by the Girl Scouts of U.S. A. 
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ATTENTION 


Multiple photographic full-color prints for presenta- 
tions, etc., from your color artwork and transparen- 
cies. 75 to 90% accuracy. Any size to 16” x 20”. 
(10 prints, minimum). Rabbit Prints—“They’re fast, 
they’re cheap, they multiply.” Thomas B. Noble Asso- 
ciates, 270 Park Ave., New York 17, MU 8-0091. 
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THE REGISTER AND TRIBUNE STATION 


CITY ZONE: DES MOINES, IOWA 
SHARE OF AUDIENCE 


HOOPER STATION LISTENING INDEX 
MONTHS: DECEMBER, 1948 - JANUARY, 1949 


TIME 


MONDAY Thru FRIDAY 
12 NOON-6 P.M 

| SUNDAY Thru SATURDAY 
6-10 P.M 


42.8 59 
28.0 48 


SUNDAY 
12 NOON-6 P.M 


30.9 5.7 


8:00 A.M.-6:00 P.M 


q ~ Station B Station C | Station D Station E Station F 
eau ono’ 1 41.6 3.7. 46/21.6! 4.4/200| 
5.7| 96| 3.7|306 
4.3225) 4.8/35.1 
28.3 15.2/10.7/11.0| 11.3 21.1 
6.1 23.3) 13.5|17.8 


Torebsareel3A5 5.6 5318.1 5.629.2 


FOR OBVIOUS REASONS 


BUY KRNT... 
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That Very Highly Hooperated, 
Sales Results Premeditated, 


ABC Affiliated 
Station in Des Moines 


Represented by the Katz Agency 
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He Likes the Ladies, 
But NOT as Copywriters 

To the Editor: If the gals start 
chucking inkwells at The Creative 
Man for his comments on the 
“feminine touch” in advertising 
copy, I apply for the job of help- 
ing you catch them. 

Of course he stuck his neck out 
just as did that chap who climbed 
on the same subject in Printers’ 
Ink some 18 months back. The gals 
certainly rallied ‘round and hardly 
a man opened his trap, not even 
I, who am a confirmed anti-fem- 
inist so far as business and career 
women are concerned. 

But then, I am a scarred, gray 
and grim veteran of this profession 
who should probably be sitting 
out my old days in an old soldiers’ 
home which I’m not and which I 
refuse to do. 

But, really it isn’t half as much 
the fault of the gals as it is of 
some dreamy eyed dope with an 
Oedipus complex...a lean-on- 
mother inhibition who assures the 
gals they and they only can con- 
tribute that “feminine touch” to 
copy that will make other women 
buy. And they believe it. 

Of course there was the woman 
copywriter who pupped that slo- 
gan “milk from contented cows.” 
It clicked. I knew that person. 
She had been a copywriter for the 
old Mahin Advertising Co. in 


This department is a reader’s forum. Letters are welcome. 


which I was secretary to John Lee 
Mahin. Then she married and— 
promptly became pregnant. The 
while she was beating her brains 
out on the Carnation account. Of 
course, she came up with that 
slogan, because condensed milk 
was, just about that time, being 
touted as a substitute for breast 
and cows’ milk. Lots of women 
knew what she was talking about. 

But generally...oh my God! 
She was turned loose on the ac- 
count of the Woods Motor Vehicle 
(electric “china-closet on wheels’’) 
because it was a car for women, 
particularly the dowagers. A 
Woods was placed at her disposal. 
She operated it. She wrote about 
it, and what a god-awful flop that 
was. 

Then we went along to Mrs. 
Rorers coffee. In desperation a 
keen, high calibered man was put 
on that, a fellow by the name of 
Cornelius Int Hout, and how it 
clicked! 

The name of the lady is avail- 
able if you want it. She was tops 
in her day. 

There is a well substantiated 
piece of advertising history with 
which you may or not be familiar. 
When Kotex was launched it was 
considered necessary that a very 
delicate approach be made; in- 
deed it was wondered whether 
ethical publications would even 
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Look to Louisville... 
American-Standards, the 
world's leading manufacturer 
of home heating and plumb- 
ing equipment, has its largest 
plant in Louisville. 


335,585 DAILY @ 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY able without charge (a sample at- 
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accept the copy. So, a woman was 
employed to write the copy—an 
ex-registered nurse. Perhaps she 
had no flair for writing. In any 
event the advertising and the mer- 
chandising and sales flopped until 
a man was put on the account; I 
do not recall who he was, but 
Kotex went over. 

I am of the opinion, and con- 
viction, that the success of the 
average gal in business and par- 
ticularly in our profession is 
gauged by this: If a woman man- 
ages to do a half way intelligent 
job she is hailed as a wonder. Put 
a man in that same job and his 
performance if only comparable 
to hers would result in his getting 
the well known gate or being 
barely tolerated at the most. 

In my book there is a biological 
and mental difference between the 
sexes that is like Kipling’s East 
and West. For which I am grate- 
ful. You see I am twice married. 
I played out the first string ’till 
death did us part...then after a 
decent interval I remarried to 
find matrimony a most delightful 
state (not an institution). I have 
raised daughters, to whom I was 
closer than their mother or their 
family physician. I think I know 
whereof I speak. 

That last paragraph is just by 
the way, to indicate that I am not 
a crusty old bachelor, which is 
only next to an intolerable old 
maid. But please, Lord, deliver 
us from career gals and other wo- 
men in business who cannot resist 
throwing their sex around to ac- 
complish -ends and _ objectives 
which damn fool so-called males 
fall for. To paraphrase Puck, 
“What fools we men be.” 

And now I am reminded of the 
teen-ager, Mary Lou, on the Ozzie 
and Harriet program. Her gush- 
ings and extravagances are only 
slightly modified in the feminine 
copywriter once she takes a pencil 
in hand or begins to beat the type- 
writer. That’s just the feminine 
angle. But boy, are you in for a 
grilling. 


‘nd 


JOHN CRAIG HEALY, 
Advertising Manager, Tupper 
Corp., Farnumsville, Mass. 


Says New Labor Legislation 
Needs Everyone's Help 

To the Editor: During the last 
week I’ve been calling a number 
of business men throughout the 
country, and I find that more than 
half of them are making no effort 
whatsoever to make known their 
point of view about new labor 


8 ee eae ee 


legislation to the House and Senate 
labor committees, or to their own 


congressmen. 


In the deep conviction that man- 


|agement has the urgent responsi- 


bility of helping Congress get all 


. |the facts before a new labor law 
|is devised, we have prepared edu- 


cational materials, which are avail- 


tached). 

Our objectives are (a) to get 
management to be more articulate 
on its own behalf, and (b) to get 
management to encourage others, 
whatever their point of view, to 
give the benefit of their exper- 
ience under the Taft-Hartley and 
the Wagner Acts to those working 
on the problem in Washington. 

Usually we tell our clients to 
concentrate on their own policies 
and practices in their own plants 
—and not to look at Washington to 
“legislate” successful, productive 
labor-management relationships. 

But now management (and the 
rest of us) face a specific crisis. 
A hastily enacted, one-sided labor 
law will work to the serious dis- 
advantage of everyone, because 
the law will help decide the abil- 
ity of companies to grow and to 
offer job security to their em- 
ployes—as well as the future 
stability of the unions; the num- 
ber and severity of strikes that 
the country will have to face—as 
well as the degree of needless 
suffering that strikes may cause, 
and the freedom of individual em- 
ployes—as well as the freedom of 
union leadership. 

If we are to have a balanced 
new law that serves the best in- 
terests of all groups, Congress must 
take the time to get all the facts. 
The only way to get these facts is 
through full and impartial hear- 
ings, which give people the op- 
portunity to relate their specific 
experiences under both the Taft- 
Hartley and the Wagner Acts. 

Small unions as well as large— 
little business as well as big— 
rank-and-file employes as well as 
union leaders—all should make 
their views known to their con- 
gressmen immediately. 

FreD D. RuDGE, 

Fred Rudge, Inc., New York. 


Credits Television Issue 
As Service to Industry 

To the Editor: I would like to 
commend and extend my sincere 
compliments for an excellent job 
and service rendered to the in- 
dustry in presenting your com- 
plete television issue of Jan. 31. 
Services such as these, which 
help an industry as well as raise 
the stature of an already excellent 
trade publication, deserve much 
credit. 

You may rest assured that I 
will continue to follow ADVERTIS- 
ING AGE closely. 

HERBERT S. LAUFMAN, 

Herbert S. Laufman & As- 

sociates, Chicago. 

a e668 


Burnett Lists TV Clients 

To the Editor: May I call your 
attention to the fact that Leo 
Burnett Co. was omitted from the 
list of advertising agencies with 
television departments and clients 
using the medium (ADVERTISING 
AGE, Jan. 31 issue). 

The Leo Burnett television de- 
partment has been functioning 
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since March, 1948, and lists « 
following clients who are us) ig 
television to advertise their p) )- 
ducts: 
Brewing Corporation of Am r- 
ica 
The Pure Oil Co. 
Brown Shoe Co. 
The Hoover Co. 
Minnesota Valley Canning | 
Pillsbury Mills, Inc. 
LUCILLE WALKER, 
Leo Burnett Co., Chicago. 
The list of agencies with vy 
departments or clients using °V 
was not designated as a compl: te 
list. It was based principally i» 
those agencies whose clients were 
using network television at ti¢ 
time the survey was made. 


‘Comprehensive Summary’ 
Works as TV Guide 


To the Editor: May we send our 
sincere congratulations on the very 
fine editorial job done on tele- 
vision? 

That particular issue is on my 
desk at all times and is referred 
to constantly. It is by far the most 
comprehensive summary yet pre- 
sented on this new medium. 

GENE FRANKE, 

Chief Consultant, Advertising 

& Sales Consultants Agency, 

Los Angeles. 
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Liquor Ads Throw 
Hostess into a Quandary 


To the Editor: I certainly think 
the two enclosed advertisements 
qualify for your “Tongue-in- 
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Cheek Makeup Department.” Don't 
you? 

The advertisements appeared in 
the Feb. 11 issue of the New York 
Herald Tribune. 

Rosert L. Barsour, 

Barbour & Hammesfahr, New 

York. 


There's a Distinction 

To the Editor: Mainly to prove 
that I read even the fine print on 
your editorial page, I would like 
to comment on the penultimate 
paragraph in your column of 
Rough Proofs in the Feb. 7 issue. 

The comment itself is unimpo 
tant. You seem to find a distinction 


between the opinion of viewvrs 
who think that wrestlers have a 
good hold on television as opposed 


AGRICULTURE 


We've been programmed for the 
farmer for 25 years. That's why WIBW- 
advertised goods sell so well in Kansas 


and adjoining states. 
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tc Fred Allen’s idea that TV has 
boon a great boon for vaudeville 
ac Ors. 
is there a difference? 
KENNETH C. RING, 
Assistant to the President, 
William Hart Adler, Inc., Chi- 
‘ago. 
aes 


‘Ctter Tales’ Editorials 
Are in Good Company 

"o the Editor: An item in your 
Feb. 7 issue illustrates “Otter 
Tales,” an editorial type adver- 
tisement ghost written for Reddy 
Killowatt by Barney Lavin, Inc., 
the Otter Tail Power Co. agency. 


Perhaps AA readers would be) 
terested in the editorial type ad- | 
vertianmeane authored by Handy, 
Flame, the advertising character 
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Pokey teendtiaghfunng” 
L acinmpredis Water Company 
for gas utilities. The column-wide 
ad is one in a series we prepared 
recently for our client, Central 
Indiana Gas Co. The columns ap- 
pear weekly in a group of ten 
central Indiana newspapers. 
W. H. Rone Jr., 
President, W. H. Rohr Jr. 
Advertising, Indianapolis. 


EWTRAL INDIANA 


GAS COMPANY 


To the Editor: In the Feb. 7 is- 
sue, Harold E. Flint, v. p. of Bar- 
ney Lavin, Inc., Fargo, N. D., 
writes about the “Otter Tales” for 
their client, the Otter Tail Power 
Co. (The copy reproduced was in- 
teresting and should go a long way 
to win friends and influence peo- 
ple.) 

Mr. Flint did not come far 
enough east—to the Midwest, that 
is—on his research to find out that 
way back in 1945 the Indianapolis 
Water Co. used the editorial ap- 
proach in its advertising. 

In 1945, °46, 47, and part of ’48, 
our ads consisted of ‘Water Lines”’ 
columns, samples attached. 

But the best of success to Mr. 
Flint and his “Otter Tales.” 

JOHN E. KLEINHENZ, 

Publicity & Advertising, In- 

dianapolis Water Co., Indian- 

apolis. 
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Trouble for Tracy? 

fo the Editor: I am sure the 
Creative Man prefers to pick his 
own fights but perhaps he missed 
the enclosed fantastic headline, 


FOR PALE VELVET HANDS 
WITH WHISPERING FINGERTIPS . 02 


Wich sounds like a preview of a 
chiracter soon to be encountered 
In Dick Tracy. 
Sam McCULLOUGH JR., 
Callaghan Advertising Agen- 
, Memphis, Tenn. 


It's Not All Scotch! 


To the Editor: “Private Lines” 
says Scotch tape is increasing the 
cost of Mr. Donnelley’s counting 
procedure. 

Well, Scotch can’t take all the 
blame for increasing those costs. 

Industrial Tape Corp., which 
makes Texcel tape, is responsible 
for a growing part of Mr. Donnel- 
ley’s troubles. You see, Texcel’s 
sales have been going up and up 
—and undoubtedly much of that 
“Scotch” Tape was Texcel, unless 
Private Lines has proof to the 
contrary. 

HAL Davis, 

Publicity Director, Kenyon & 

Eckhardt, New Yor. 
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Admirer Defends Mr Lewis 
and AA Editorial 
To the Editor: I should like to 


/comment on the article by C. S. 
| Lewis Jr., 


which appeared in the 


Dec. 6 issue of ADVERTISING AGE, 


and the editorial which appeared 
in the Jan. 10, 1949, issue, which 
is a reply to the adverse criticism 
you have received concerning Mr. 
Lewis Jr.’s views. I agree whole- 
heartedly with Mr. Lewis’ ap- 
proach and admire your stand in 
defending his attitude. 

You are to be complimented on 
the excellence of your paper. It 
is one of the few business papers 
that I read regularly and avidly. 

CaRL HEINLE JR., 

Drycleaning Division, Dicalite 

Division, Great Lakes Carbon 

Corp., New York. 

seo 


Suggests Grocery Data 
in Retail Sales Reports 

To the Editor: Your retail sales 
report for January in the Feb. 7 
issue is of real value and service. 
My only suggestion is that you 
give us a little more specific data 


on grocery products and merchan- 
dising. After all I believe it de- 
serves it in view of their adver- 
tising revenues. Do you plan to 
continue these from month to 
month? 

H. M. DANCER, 

Dancer - Fitzgerald - Sample, 

New York. 

ADVERTISING AGE plans to keep 
its finger on the pulse of retail 
buying, and to report regularly and 
consistently on various fields of 
retailing, and varied retailing 
problems. 


A356 W. Ohio St. 
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~ More than 
"95 years of . 
Mounting and Finishing 
“POINT of PURCHASE” 
_ cardboard display material ' 


4 
/ QUALITY SERVICE 


i DEPENDABILITY kal 
MANDELL MFG. CO. 


—SUperior 7-0545 
CHICAGO 10, ILL. 


A Clear Channel Station... 
Serving the Middle West 


MBS 


way ” 


Chicago 11 


Illinois 
50,000 Watts 


WGN is appreciative of 


the opportunity to prove again 
. That WGN’s friends not only 


listen... They ACT! 


On Your Dial iat 


Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y. 

West Coast Representatives: Keenan and Eickelberg 
4978 Wilshire Bivd.. Los Angeles 5 « 235 Montgomery St.. 
710 Lewis Bidg., 333 SW Oak St., Portiand 4 


San Francisco 4 
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Goodrich Promotes Three 

Robert P. Kenney, manager of 
international sales department, has 
been appointed manager of chem- 
ical sales of Goodrich Chemical 
Co., Cleveland, succeeding S. L. 
Brous, who has resigned to join 
General Electric Co. James C. 
Richards Jr., formerly sales mana- 
ger of Hycar American rubber and 
rubber chemicals, has been named 
to replace Mr. Kenney as manager 
of international sales. W. D. Par- 
rish, technical service manager for 
Hycar and rubber chemicals, be- 
comes sales manager of the depart- 
ment. 


Sonn to Dunay & Rader 

Sonn Gloves, New York, has ap- 
pointed Dunay & Rader, New York, 
to handle its advertising. 


Wolens Leaves WBKB 


Melvin B. Wolens has resigned 
as sales manager of television sta- 
tion WBKB, Chicago. Prior to 
joining WBKB, he was with NBC 
in Chicago and for 12 years was 
commercial manager of WCFL, 
Chicago. 


Names McCann-Erickson 

Trannhauser & Cia, Porto Alegre, 
Brazil, shirt and pajamas manu- 
facturer, has appointed McCann- 
Erickson, Rio de Janeiro, to handle 
its advertising. 


Names Van Diver & Carlyle 
Van Diver & Carlyle, New York, 
has been named to direct the ad- 
vertising of Kraft Bag Corp., pro- 
ducer of Multiwall shipping sacks. 


BOOSTER 


Sales need a boost! 
Let WSGN lend a help- 
ing hand. In the May-Sept. 


COPYWRITERS I STILL KNOW 


The Wife Quoter 


He always quotes what his wife says 
To give his points more vim... 

For if she says a thing is so, 

Who'd disagree with him? 


The Disappearer 


He always seems to disappear 
When he is needed most, 
Then shows up very brightly 
When the burn is off the toast. 


The Author 


He turns out novels on the side 
And makes it very plain 

That advertising copy 

Takes a fraction of his brain. 


The Extremist 


Her stuff is either marvelous 
Or just a bit absurd; 

She can either write a volume 
Or not a single word. 


The Post-Mortem-er 


He loves to re-hash old campaigns, 
Lives mainly in the past; 
He poo-poos all the modern trends, 
Predicts they cannot last. 


The Salesman 


Of principles of salesmanship 
This lad is always yelling; 

It sometimes makes you wonder 
If he shouldn’t be out selling. 


The Mad Hatter 


Here is a baffling question 


Hooperating WSGN packs a lot of weight, with 
18 out of the 30 top ranking shows . . . 6 times 
as many as station A with 3 out of 30; 3 times as 
many as station B with.6 out of 30. For a real sales 
booster it’s Alabama's leading station . . . WSGN. 


THE NEWS-AGE-HERALD STATIONS 
Birmingham 2, Alabama Headley Reed National Reps. 


Do You Know? 


You can get your mats, plastic 
plates and proofs anytime—and on 
time—day or night, 24 hours a day! 
Progressive is only as far away as 


your telephone! 


WABASH 2-1204 


MATRIX COMPANY 


S17 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


Is she a copywriter— 
Or simply modeling hats? 


The Specialist 


He is also on the team. 


That could drive a fellow bats: 


He’s sort of an untouchable, 
Does one thing well, t’would seem... 
But like a place-kick artist, 


KENNETH PARSONS, 
White Plains, N. Y. 


WBAP.-TV Picks Up 
Five New Sponsors 


Gulf Brewing Co., through Wil- 
helm-Laughlin-Wiison & Associ- 
ates, Advertising, is sponsoring 
Monday night wrestling bouts over 
WBAP-TV, Fort Worth, starting 
Feb. 21. Williamson-Dickie Mfg. 
Co., through Albert Evans Adver- 
tising, just completed a Golden 
Gloves series on the station. 

Latest network programs to be 
added to WBAP-TV’s kinescope 
schedule are the Texaco Star 
Theater, Admiral’s Broadway Re- 
vue and Chesterfield’s Supper 
Club. The station reports 6,992 
television sets in operation in the 
Fort Worth-Dallas area. 


Fort Industry Reports 
30% AM-TV Increase in Sales 


Business on the Fort Industry 
Co.’s seven AM stations and two 
television outlets gained 25% in 
1948 over 1947, Tom Harker, na- 
tional sales manager of the com- 
pany, reports. Time sales for the 
first month of 1949 were up 30% 
over the preceding year, he said. 

Fort Industry owns and operates 
WAGA, Atlanta, and WAGA-TV 
(due on the air soon); WGBS, 
Miami; WJBK and WJBK-TV, 
Detroit; WLOK, Lima, O.; WMMN, 
Fairmont, W. Va.; WSPD and 
WSPD-TV, Toledo, and WWVA, 
Wheeling, W. Va. 


WNAC-TV Program Offer 
Brings 6.450 Requests 


During the Christmas holiday 
week, WNAC-TV, Boston, made a 
test offer to its viewers—a weekly 
television program would be mail- 
ed to persons sending in a written 
| request. The station was over- 
| whelmed with the response; 6,450 
TV set owners now receive the 
program reguiarly. 

WNAC-TV’s latest figure for 


sets installed in the area is 40,000. 


P 
fp 
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Titan Appoints Warner 

Harold Warner Co., Buffalo, has 
been named to direct the advertis- 
ing of Titan Mfg. Co., Buffalo, 
manufacturer of portable and wall 
type electric heaters. Trade publi- 
cations; direct mail and dealer 
helps will be used. 


Advertising Age, February 28, 19 9 


New Book Describes 
Growth of Western 
Apparel Industry 


ANN ARBOR, Micu.—The C; 
ifornia apparel industry has : 
sumed national importance as 
production and market center { 
fashion apparel since 1939, p 
marily because of its emphasis 
output of casual wear based 
extensive innovation, Charles 
Goodman contends in his study 
“The Location of Fashion |! 
dustries.” 

Mr. Goodman, who prepared t! e 
report as part of the requiremen s 
for a doctoral thesis at the Un - 
versity of Michigan, notes thit 
the early California fashion i)- 
dustry began about 1850, failed 
to keep pace and had languished 
by 1909. 

Production of apparel in Los 
Angeles and San Francisco mar- 
kets, he says, was designed pri- 
marily for local consumption until 
the late ’30s. Since that time, the 
increasing reputation of the Cal- 
ifornia market has been based on 
production of medium-grade and 
better garments rather than in 
low-end items. 


1s Maeasestaew i 


a Cost handicaps of the early ’40s, 
he asserts, have been overcome 
through increased experience and 
volume of production. Mr. Good- 
man has included extensive com- 
mentary on the influences of in- 
novation, tendencies toward in- 
formal living, better accessibility 
to buyers. 

While he offers an entire chapter 
on the abstruse subject of deduc- 
tive and _ theoretical locational 
analysis as applied to the location 
theory, he unfortunately provides 
only a superficial discussion of the 
influence of fashion advertising 
and publicity on the increased 
stature of the California apparel 
market. 

The study is available from the 
University of Michigan Press, Ann 
Arbor. 


WDTV 80% Sold Out 

WDTV, Pittsburgh, DuMont’s 
third owned and operated televis- 
ion station, ended its first month 
of operation with 80% of its time 
sold, Donald A. Stewart, general 
manager, has announced. The sta- 
tion is carrying sponsored pro- 
grams of four networks and sev- 
eral hours of daytime program- 
ming daily from WABD, New 
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Footnotes 


__— By G. D. CRAIN JR. 


‘he recent announcement by the 
N. ‘ional Broadcasting Co. that 
tr. ascribed programs will be ac- 
ce table for broadcast over its net- 
work was duly published in the 
advertising press, but not enough 
en phasis was placed on the fact 
thet this policy announcement 
marked the end of the long fight 
to give the recorded program an 
equal place in radio with live tal- 
ent shows. 

Back in the early ’30s I recall 
hearing a talk made by M. H. 
Aylesworth, then president of 
NBC, in which he asserted that 
no recorded programs should be 
presented over the radio. Of 
course that was an extreme posi- 
tion which was soon changed, and 
for a long time local stations 
have made large use of records 
in planning their programs, and 
national and regional advertisers 
have provided discs for local 
broadeast of their messages. 


s The networks held out against 
the transcribed show for a much 
longer time, however. This factor 
was believed to have been the pri- 
mary reason for Bing Crosby 
leaving NBC and Kraft Foods a 
few years ago in favor of ABC, 
which made it possible for his pro- 
gram to be heard through tran- 
scriptions. Bing’s recent shift to 
Columbia Broadcasting System 
likewise coincided with a change 
of policy of that network. Mutual 
has accepted transcriptions for 
several years. 

While there are some special 
advantages for live talent shows, 
there is no questioning the fact 
that listeners accept transcriptions 
with little discount because of the 
manner of their presentation. In 
the case of recorded rebroadcasts 
of live talent shows, for example, 
there has been little evidence that 
the fact that they were transcribed 
interfered with listener interest 


and enjoyment. 

Another angle on the transcrip-_ 
tion program which is not usually | 
emphasized is its advantage for | 
shows in which audience parti-| 
‘ipation or ad libbing by the stars 
s a factor. Certainly a much bet- 
ter show can be produced when the | 
program director has much more | 
material transcribed than is need- | 
ed, so that he can edit out the less | 
interesting lines and reduce the 
program to its best format. 


8 In Hollywood recently I attend- 
ed a studio production of the| 
Groucho Marx “You Bet Your 
Life” program, which runs half an 
hour weekly on ABC. The studio 


ani a lot of it was less than 
hysterically funny. But by the 
lime it hit the air, it was a spark- 
program which continued to 
‘orvinee listeners that Groucho 


Vhone Chesapeake 3-2500 
ALBERT KIRCHER CO. 
AEE H. LASHER, VICE PRESIDENT 
WASHINGTON BLVD., CHICAGO 7 


is fast on the trigger in his infor- 
mal bantering with audience par- 
ticipants. 

The final and complete accept- 
ance of the transcribed program 
coincides with the general use of 
films and other recorded program 
material for television. Public ac- 
ceptance of both policies appears 
to be definite and unqualified. 


Jones Industries to Kelley 


Jones Industries, Dundas, Ont., 
manufacturer of custom styled 
show cases and store fixtures, has 
named Russell T. Kelley Ltd., 
Hamilton, to handle its advertising. 
Small space insertions are appear- 
ing in Toronto dailies and two 
color ads in trade publications. 


TWA Appoints Van Del 


Ben Van Del has been, appointed 
assistant advertising manager of 
Trans World Airline, with offices 
in Kansas City, Mo. He has been 
with TWA since 1946. Mr. Van 
Del was formerly advertising man- 
ager of the Sewall Paint & Varnish 
Corp. and assistant advertising 
manager of Skelgas Co. 


Gets Watch Account 


Exacta Time Corp. has named 
the New York office of Theodore 
A. Newhoff Advertising Agency to 
handle the advertising and sales 
promotion of the Babe Ruth watch. 
Plans call for a campaign in con- 
sumer magazines, including Boys’ 
Life, Life, Open Road for Boys 
and The Saturday Evening Post. 
Trade publications also will be 
used. 


FitzGerald Joins Knipschild 


William E. FitzGerald, formerly 
sales promotion manager of the 
truck division of Studebaker Corp., 
has joined Roy Knipschild & Co., 
Chicago sales promotion adver- 
tising organization. Mr. FitzGerald 
will make his headquarters in the 
company’s South Bend office. 


Allied Florists Names R&R 


Allied Florists Association of 
Greater Baltimore has appointed 
Ruthrauff & Ryan, Baltimore, to 
handle its advertising. The initial 
campaign will begin with 1,000- 
line ads in Baltimore newspapers 
and selective announcements on 
local stations. 
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Florence Launches 
Record Ad Drive 
For Gas Ranges 


GARDNER, Mass.—Florence Stove 
Co. will launch the largest adver- 
tising campaign in its history this 
month in Country Gentleman and 
Progressive Farmer following with 
full-page ads in March in Better 
Homes & Gardens, Good House- 
keeping, Household, Small Homes 
Guide and The Saturday Evening 
Post. 

Spring ads will feature the 
Florence Registered gas range. Ads 
are based on present owners of 
Florence ranges, emphasizing the 
features which owners said they 
find superior to other ranges. 

Ruthrauff & Ryan, New York, 
is the agency. 


Snow Crop Opens Two 
New Branch Oftices 


Snow Crop Marketers has estab- 
lished two branch offices, in De- 
troit at 1448 Wabash, and in 
Minneapolis, 420 3rd St., N. Will- 
iam Miller, sales manager of the 
Great Lakes district, will head the 
Detroit office, and Steven Budd, 
formerly in the New York office, 
will be in charge of the Minne- 
apolis branch. 

Snow Crop is now distributing in 
60 key U.S. markets, and will 
support the introduction of its pro- 
ducts with large space newspaper 
advertising, tying in with the 
magazine campaign currently ap- 
pearing. 


[way wonper AND WORRY? 
BURRELLE’S PRESS CLIPPINGS 


GIVE YOU THE FACTS! 


ALL the clippings about you, 
your compony, your business, 
your competitors . . . from ALL 
newspapers and magazines in 
the nation. News items, advertise- 
ments, photos, editorials, signed 
columns ... on any subject. 
National or local service, fast 
and accurate. Write today for 
full information. 


165 CHURCH ST. 
NEW YORK, N.Y. 


More Minneapolis 
Women Read Comics 


MINNEAPOLIS—Women are spend- 
ing more time reading the comics 
in the Minneapolis Star and Trib- 
une. 

A survey by the University of 
Minnesota of reading habits of 
readers of the papers indicates 
women are taking more interest in 
comics each year. It shows 74% 
studied funnies in the daily Trib- 
une last year as against 64% in 
1947. For the Sunday Tribune, 
comics readership was up only 1% 
to 78% among women, while Star 
comics readership by women 
gained 6% in 1948 to 75%. 

The 10% gain in women’s 
readership continues an up- 
ward trend begun at the end of 
World War II. Six per cent more 
women than men read any or all 
of the Tribune’s daily comics. 
However, the men hold top rating 
when it comes to perusing the 
Sunday comics. Nine of ten mem 
read them (up 3% over ’47). 

The university’s study also shows 
a sharp rise in women’s attention 
to sports news. Nearly half of 
women readers of the Sunday 
Tribune read sports stories last 
year, compared with 27% reading 
them in °47. More men are read- 
ing the Minneapolis papers’ sports 
news, too. 


Four A's Expects 7,500 
Job Inquiries in 1949 


Through a survey of the 16 cities 
in which the American Associa- 
tion of Advertising Agencies ex- 
amination will be held this month, 
the association expects that in- 
quiries about jobs in advertising 
will total 7,500 this year, compared 
with 2,500 in 1948. 

With national employment still 
near an all-time high, there is no 
slackening in public interest in 
jobs in the advertising field, the 
association reports. Within 24 
hours of the first newspaper story 
on the 1949 booklets, more than 
200 inquiries were received at the 
Four A’s New York headquarters. 


Fawcett Names Daigh V. P. 


Ralph Daigh, editorial director 
of Fawcett Publications since 1935, 


|has been elected a vice-president. 


He joimed Fawcett after leaving 


ithe University of Missouri in 1931, 


and worked for a time with Dell 
Publishing Co., Cuneo Press and 
the New York World-Telegram’s 
advertising department. 


FA 


ginia and Virginia. 


BALANCED PROGRAMMING 
KEEPS THEM LISTENING 
TO WWVA REGULARLY | 


Skillfully produced local programs, plus the top-flight CBS 
network shows, plus a variety to appeal to every listener 
preference adds up to the Balanced Programming that 
makes WWYVA the listened-to station in the great four-state 
area of Eastern Ohio, Western Pennsylvania, West Vir- 
The result is a good buy for alert 
advertisers in the nation's steel and coal belt. 


See An Edward Petry Man Today 


FOR TIME BUYERS ABOUT 
A GREAT MARKET AREA 


WHEELING, | 


WEST VA. 
Paen 
Representatives 


Chrysler Motors campaign in 
It is an example in reverse. 
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Again you get the good things first 
from CHRYSLER CORPORATION 


et al. 


lhe Creative Uans Corner 


If anyone in advertising still needs to have it proved that 
one picture is often worth a thousand words, he ean do no 
better than to look up the several exhibits in the current 


For Chrysler has chosen several thousand words—to com- 
bat, without a single illustration, the proved eye-appeal of 


YOUR COMFORT 
1 AND YOUR SAFETY 


...afe first in the new cars created with 
common sense U t and imagination 
at Chrysler Corporation 
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the 1949 Fords, Chevrolets, Oldsmobiles, Mercurys, Buicks, 


The net effect is that Chrysler (on paper, at least) prom- 
ises none of the innovations that have proved most popular. 
Indeed, they somewhat testily oppose the most outstanding. 

Having turned back the advertising clock, it would appear 
that the Chrysler Corp. now would turn back time itself. 

Certainly the advertisements are an amazing exhibition. 


newspapers and magazines. 
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Jameson Whisky 
to Step Up Dailies’ 
Space in ‘49 Drive 


NEw YorK—William Jameson & 
Co., division of Seagram Distillers, 
last week started newspaper ad- 
vertising in the New York area 
featuring a new theme of “After 
Hours, I’m Carriage Trade’’—the 
reemphasis of Gallagher & Burton’s 
slogan, “For the Carriage Trade.” 

In some areas Jameson will use 
10-15% more space in newspapers. 
The campaign will begin in var- 
ious areas following the company’s 
sales meetings with distributors. 

These meetings are notable in 
1949 as “99-minute meetings,” in 
which the company capsules re- 
corded sales talk playlets, a slide- 
film, personal sales talks, and 
presentation of ads and point-of- 
sale material for the coming year. 
In keeping with liquor tradition, 
distributors are also treated to a 
parody full of sales impetus. 

Lawrence Fertig & Co. is the 
agency. 


KFI-TV Appoints Knight 


Paul Knight has joined KFI- 
TV, Los Angeles, as director of re- | 
succeeding 
Robert Livingstone, who has been | 


mote programming, 


made a producer-director. Mr. 
Knight was formerly with WMAR- 
TV, Baltimore, and television con- 
sultant 
Co., Philadelphia. 


To Winius-Drescher-Brandon 


James R. Gimblett, for the past | 
in| 


two years a copywriter and 
radio and television production 
with Westheimer & Co., St. Louis, 


has joined the staff of Winius-| 


Drescher-Brandon, St. Louis 


agency. 


for Benjamin Eshleman 


Mullen Succeeds Kennedy 
at Needham, Louis & Brorby 


Leo Kennedy has resigned as 
vice-president and head of the 
visual copy department of Need- 
ham, Louis & Brorby, Chicago. Cy- 
ril J. Mullen has been appointed 
to succeed Mr. Kennedy. 

Mr. Mullen also retains his posi- 
tion as head of radio copywriting. 
Prior to joining NL&B last June, 
‘Mr. Mullen was associated with 
Dancer-Fitzgerald-Sample. 


GMA Schedules Meetings 


The mid-year meeting of the 
Grocery Manufacturers of America 
will be held June 6-8 at the 
| Cavalier Hotel, Virginia Beach, Va. 
GMA’s annual meeting will be held 
at the Waldorf-Astoria Hotel, New 
York, Nov. 14-16. 
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Packard, Standard 
Take Top Positions 
in Continuing Stud ; 


New YorK—An 845-line P: +k. 
ard auto display ad in the De | 3 
Denver Post took top position \ 
men among the national ads in 
Advertising Research Foundati 
125th survey in its Contin: 
Study of Newspaper Reading. 

The Packard copy pulled :5§ 
of the men and 11% of the wor 
For the women, it took third p : 
on the best-read scale. Top psi- 
tion among the distaff readers vas 
an 1,165-line Standard Oil 
(Indiana) institutional insert 
It stopped 23% of the women and 
24% of the men, and was second 
on the male listing. 

For the first time in the series 
of continuing studies, the Denver 
readership check included an ad 
in the jewelry and_ silverware 
classification. The 905-line copy 
placed by Elgin watch scored men 
4%, and women, 9%. 


es Two local ads in the survey 
issue placed among the ten highest 
scoring insertions measured t 
date in the sporting goods and 
photo supplies category. The 2,170- 
line Dave -Cook Sporting Goods 
Co. ad scored men 46%, and wo- 
men 17%, giving it first position 
both among local ads in the issue 
and local ads in the sporting good: 
class measured to date. 

On the women’s list, department 
store copy took top honors. Jos- 
lin’s full page pulled 61% of wo- 
men readers, Denver Dry Goods 
Co. had 60% female readershi; 
for its copy, and a Penney page 
was read by 58% of women. 


Issues Industrial Store 
Data; Sets Convention Date 


National Industrial Stores As- 
sociation, Washington, D. C., has 
published a_ revised Industria! 
Stores Market Book. The 1949 edi- 
tion contains a list of industrial 
store buyers, locations of stores 
and buying headquarters. 

The association's 23rd annual 
convention has been scheduled for 
Atlantic City, Sept 11-14. 


NBC Files for Video 
Experimental License 


The National Broadcasting Co., 
New York, has applied to the Fed- 
eral Communications Commission 
for an experimental ultra-high fre- 
quency television license. The sta- 
tion, to be located near Bridgeport. 
Conn., will operate as a satellite 
of the network’s key station, 
WNBT, New York. 


Bell Aircraft Names Boles 


William A. Boles, formerly in the 
public relations departments 0! 
Ford Motor Co. and Moore Busi- 
ness Forms, Inc., has been appoint- 
ed assistant director of public re- 
lations of Bell Aircraft Corp. 
Buffalo. 


Will Television 


work for you? 


Advertising’s great new medium may work miracles for 
one man, and cost another his shirt. Whether it will 
pay off for you depends on many factors—your product, 
your price, your distribution, etc. Write for a free copy 
of ‘‘Television-Profits’”. You'll find it helpful—and there 
are no strings attached. ROYAL & DE GUZMAN, 
Advertising, 452 Fifth Ave., 


New York 17, N. Y. 
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$753,000,000 
Postal Rate 
Boost Sought 


(Continued from Page 1) 
tentatively visualized in terms of 
Seot. 1. A year later the second 
class rate would be stepped up 
50°> to produce an additional $50,- 
000,000 of new revenue. 

n revising the second class 
rates, the department eliminates 
the free-in-county privilege avail- 
able to weekly and daily news- 
papers at small post offices. It 
cancels the penny-a-pound rate 
for “exempts”—publications less 
than 5% advertising, and publica- 
tions of non-profit fraternal, re- 
ligious, educational, scientific and 
labor organizations. 

During “stage one,’ newspa- 
pers, Magazines and “exempts” 
are to pay 4¢ for local delivery, 
and to pay zone rates ranging 
from 2¢ to 9¢ for delivery beyond 
the point of entry. This will in- 
crease 50% one year later. 


s By applying zone rates to read- 
ing matter as well as to advertis- 
ing, the department is proposing a 
substantial increase for all publica- 
tions, particularly “digest” pub- 
lications which have had nation- 
wide distribution at extremely 
low pound rates because of the 
absence of advertising. 

The proposals also impose a 
piece rate against publications 
which run more than four to a 
pound. 

The piece rate would be of 
particular importance to the “ex- 
empts” which have run as many as 
30 to a pound. In 1946, the revenue 
from more than one billion of 
them ran only $2,500,000. Where 
the “exempts” paid only one-tenth 
of their assigned costs, daily news- 
papers paid about one-fifth of 
theirs and magazines paid one- 
fourth. 


# A special 25% surcharge is 
idded to zone rates of publications 
ontaining 25 to 50% advertising; 
a 50% surcharge to those con- 
taining 50 to 75% advertising and 
a 100% surcharge to those over 
75% advertising. If over half of the 
issues in a 12-month period are 
over 75% advertising, “the publi- 
cation shall be considered as being 
designed primarily for advertising 
purposes and its second-class priv- 
ilege shall be revoked.” 
“Advertising” is defined to in- 
clude “reading matter for the pub- 
lication of which money or other 
va'uable consideration is paid.” 
It also includes house ads, and 
merchandise write-ups which 
identify the supplier together with 
price, 
‘limination of the bulk third 
Class rate would require direct 
il advertisers to pay a flat 2¢ 
the first two ounces of cir- 
irs and similar matter. Third 
Ss, which produced $83,000,000 
revenue in 1946, is to produce 
additional $17,175,000 under 
‘s which were effective Jan. 1, 
an additional $65,525,000 as 
‘1 esult of the elimination of the 
kK rate. 


® Che penny post-card, sometimes 
te ‘ed the “poor man’s letter,” is 
alo the “poor man’s advertising 
m dium.” Of 3.3 billion used in 
7, 85% were used by business 
ns. A 2¢ rate will involve ap- 
Pi oximately $36,000,000 in new 
enue for the department. 

‘he new proposals involve 25¢ 
Sp cial delivery, a parcel post zone 
Sc edule of 15 to 25¢ instead of the 
0 18¢ introduced in January, a 
postal note, and higher rates 
‘o) minor services. 


NBP Opens War 
on Paid Papers 
Lower Postage 


New YorK—Controlled circula- 
tion business papers last week 
opened up a heavy attack on what 
they consider a “333% disparity” 
between the postal rates they pay 
and those of paid-circulation bus- 
iness papers. 

The recently revitalized National 
Business Publications (formerly 
National Business Papers Associa- 
tion) held a meeting here Monday 
at which it showed a new presenta- 
tion on the postage differential. 
This will be shown to congress- 
men and government officials by 
Robert E. Harper, public relations 
man and registered lobbyist, who 
has been appointed NBP’s execu- 
tive director (AA, Feb. 21). 

The presentation asks an ad- 
justment of postal rates on bus- 
iness papers, charging that serious 
injustice now exists toward con- 
trolled circulation papers. The lat- 
ter take third class rates: paid 
circulation papers go under second 
class. NBP disclaims “criticism of 
either postal authorities or any 
form of circulation,’ but shows 
that advertising, which in a paid 
circulation business paper costs 3¢ 
a pound for mailing, costs 10¢ a 
pound for controlled publications. 


a This disparity is more pro- 
nounced on editorial copy, on 
which paid circulation papers pay 
l14e¢ a pound compared with 10¢ 
a pound paid by controlled cir- 
culation publications. 

NBP opened fire on the alleged 
inequity only a week after NIAA 
directors endorsed single audits of 
paid and free circulations of in- 
dividual papers and proposed ulti- 
mate merger of Audit Bureau of 
Circulations and Controlled Cir- 
culation Audit business paper au- 
dits. 

The controlled circulation group 
argues that more than 250 business 
papers of their type are in the 
audited group alone, employ 
more than 2,000 editors and that 
their annual investment in vital 
editorial information exceeds $12,- 
500,000. 

They insist that controlled and 
paid circulation business papers 
are identical in function, that they 
have been accepted as such by 
readers, advertisers and agencies, 
that the armed forces recognize 
their contribution (and from a cost 
standpoint in contracts, no distinc- 
tion exists between the two types) ; 
that only the Post Office De- 
partment has failed to recognize 
the parity of service, and that 
such parity will increase further 
the services rendered by business 
papers. 


as NBP was incorporated in New 
York a month ago. It has 59 mem- 
ber companies with 89 publica- 
tions, a sizable increase of mem- 
bership over the old NBPA. 

NBP is proposing a minimum 
editorial content of 25% in its ef- 
fort to convince Congress and 
postal authorities of the justice of 
its claim, and it points out that 
now, with a fairly heavy maga- 
zine, controlled papers may ac- 
tually have to pay higher postage 
rates than do catalogs, which are 
all advertising. 

Harvey Conover, president of 
Conover Mast and a member of 
the executive committee of NBP, 
showed two sets of competing bus- 
iness papers, much alike in func- 
tion and editorial content. The an- 
nual postage bill for the controlled 
paper in one case was $21,000 more 
than its paid competitor in one 
case, $59,000 in the other. 


a Mr. Conover declared that the 


SPRING ITEM—L. Teweles Seed Co., Milwaukee, will market Earth Carpet hormone- 

treated lawn grass seed for the first time this spring. Features of the cellophane- 

laminated package shown here are the self-seeder in the side of the box and the 
“keep-off’ sign on the back panel. 


postal situation is currently the 
primary objective of the group, 
but that it will not continue in 
the top spot. NBP intends to raise 
the standards of member publica- 
tions, to run cost studies to assist 
controlled publishers, to iron out 
difficulties, and to sell the idea of 
controlled circulation to govern- 
ment, advertising clubs and other 
groups. 

He also displayed a chart show- 
ing the total circulation of busi- 
ness papers in the two associa- 
tions in the field: Associated 
Business Papers members distrib- 
ute 2,042,214 copies annually; NBP 
members distribute 2,245,709 cop- 
ies. 


Dell is ‘Cheated’ 
in Mixup on Linage 


Cuicaco—Owing to a change in 
reporting methods and a misunder- 
standing over what figures were 
required, Dell Modern Group ad- 
vertising linage figures shown in 
the tabulation on page 36 of the 
Feb. 21 issue showed only the non- 
group advertising carried by Mod- 
ern Romances, Modern Screen and 
Screen Stories, and did not credit 
these publications with the adver- 
tising which appeared in all three 
publications. 

The correct figures are as fol- 
lows: 

Modern Romances (pages): 
Feb., 49, 44.3; Feb., '48, 35.8; Jan- 
Feb., ’49, 62.2; Jan.-Feb., ’48, 53.6. 
Number of lines was: Feb., °49, 
18,988; Feb., ’48, 15,350; Jan.-Feb., 
49, 26,672; Jan.-Feb., 1948, 22,965. 

Modern Screen (pages): Feb., 
49, 38.4; Feb., °48, 33.2; Jan.-Feb., 
49, 59.2; Jan.-Feb., ’48, 54.4. Lines: 
Feb., °49, 16,471; Feb., 48, 14,250; 


Jan.-Feb., °49, 25,404; Jan.-Feb., 
48, 23,350. 
Screen Stories (pages): Feb., 


49, 36.2; Feb., ’48, 31.5; Jan.-Feb., 


Feb., °49, 15,510; Feb., 48, 13,498; 
Jan.-Feb., °49, 23,704; Jan.-Feb., 
48, 21,667. 


Schedule Type Talks 


The Type Directors Club of New 
York City will give a series of 
ten type talks on typography on 
ten consecutive Tuesday evenings 
beginning March 1 at 7 p.m. at 
Willkie Memorial Auditorium, 


Hoover Group 
Would End FTC 
Control of Ads 


(Continued from Page 1) 

In making the recommendation, 
the Hoover Commission itself was 
in disagreement. Two members 
protested that the arrangement— 
a compromise between those who 
wanted the entire matter left to 
Agriculture, and those who wanted 
it assigned to Federal Security Ad- 
ministration—was “fundamentally 
unsound.” 

In centralizing authority, the 
Hoover group would take away 
Federal Trade Commission’s re- 
sponsibility for wool and specialty 
products under the Wool Labeling 
Act, and would divide its adver- 
tising control over foods, drugs and 
cosmetics under the Wheeler-Lea 
Act. Internal Revenue would be 
relieved of its control over mar- 
garine, cheese, narcotics and al- 
coholic beverages. 

The commission’s task force, in 
originating the idea, conceded there 
is no overwhelming logic which 
recommends Agriculture Depart- 
ment as the site of the single regu- 
latory agency. 


a Contending it was “the best 
among alternatives,” it recalled 
that Agriculture had formerly ad- 
ministered the Food, Drug and 
Cosmetic Act, and that “occasional 
conflicts” between consumer and 
agricultural interests were “rela- 
tively infrequent.” 

Centralization of the regulatory 
function would eliminate dupli- 
cation and conflict, the task force 
pointed out. “Efforts at coordina- 
tion between the different agencies 


| difficulties as negotiations between 
| two sovereign nations,” it said. 


|Ad Council Issues Revised 
‘Miracle of America’ 

A revised narrative version of 
“The Miracle of America,” writ- 
|ten by Alton Ketchum, vice-pres- 
}ident of McCann-Erickson, New 
| York, has been issued by the Ad- 
vertising Council as part of its 


'49, 55.3; Jan.-Feb., ’48, 50.5. Lines: |20W present somewhat the same | 
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Nu-Fab Samples 
Chicago With Ad 
Printed on Cloth 


| (Continued from Page 1) 


about the product’s advantages, 
Nu-Fab and Campbell-Mithun, its 
agency, decided to conduct a mass 
sampling operation. Spectacular 
as the insert printed on Miracloth 
might seem, it was actually found 
to be the least expensive method 
for conducting a positive sampling. 


# Both Nu-Fab and its agency de- 
clined to reveal the actual cost of 
the Miracloth used in the sample 
or the fee charged by the Tribune 
for the insert. However, it is un- 
derstood that, in addition to the 
$9,000 for space, the cost of cut- 
ting the 440,000 square yards of 
material, plus winding and print- 
ing charges by the newspaper, 
came to about $30,000. 

Since the Metro sections have 
a circulation of 1,100,000, and since 
there are about 1,384,500 families 
in the metropolitan area, Camp- 
bell-Mithun estimates that 79.5% 
of the families received a sample. 
They also believe that someone in 
each family washed off the reg- 
ular printing ink used on the cloth, 
if only out of curiosity, and there- 
by made positive use of the sam- 
ple itself. 

In addition to the insert, Nu- 
Fab will continue the campaign 
with seven more full-page editor- 
ial type insertions to appear in the 
Herald-American, News, Sun- 
Times and Tribune. 


es Before opening the Chicago 
drive, Nu-Fab Corp., which is 
solely a marketing organization for 
the product (Visking Corp., Chi- 
cago, is the manufacturer), 
achieved a_ distribution setup 
which many long-time advertisers 
can envy. 

Miracloth is sold in every gro- 
cery chain in the Chicago area 
(A&P, National Tea, Jewel Tea, 
etc.), stores of all grocery co-op 
groups (Royal Blue, Cardinal, IGA 
and others), the Walgreen, Lig- 
gett and Stineway drug chains, all 
Sears, Wieboldt and Goldblatt 
stores, almost all large depart- 
ment stores, and all variety chain 
stores in the Chicago area, plus 
more than 60% of the class A and 
B independent grocers. In addi- 
tion, all major grocery whole- 
salers distribute the product, as do 
all of the larger institutional, bar 
and restaurant suppliers. 


w Nu-Fab was organized by A. J. 
Bourne, who made his reputation 
in the mortuary business in Chi- 
cago (and who continues to op- 
erate his mortuary establish- 
|ments), and Joseph F. O’Keefe 
| Jr., who was with the Kraft sales 
| organization for many years. 
| Mr. Bourne came across the 
product and decided to merchan- 
| dise it more than a year ago. His 
| first sales were made on tea and 
|coffee routes, and later to insti- 
| tutional purchasers. The product is 
| marketed in two sizes: a 15’ house- 


New York. The fee for the series | Campaign for a better understand-| hold roll, which sells for 69¢, and 
is $10. Requests for tickets should | ing of the American economic sys-| the larger 50’ roll for institutional 


be mailed to Hal Zamboni, 40 E. 
49th St., New York. 


Appoints Doesburg 
John H. Doesburg Jr., formerly 


secretary of R. R. Donnelley & Sons | free. When ordered in quantity the | 


|} tem. 
| The booklet was designed by 
| Lyman Beecher Cooper and Milton 
K. Zudeck and _ illustrated by 
|Herbert Noxon, all of McCann- 
|Erickson. Individual copies are 


purchasers. 
Nu-Fab Corp. is located at 2450 
|S. Ashland Ave., Chicago 8. 


‘Gillespie Joins Mead 
William F. Gillespie Jr., form- 


Co., Chicago, has been named sec- | cost is $45 per 1,000 plus shipping erly advertising promotion mana- 


retary and general counsel of the 


}and handling charges. 


Master Printers (open shop) Sec-| 


tion of Printing Industry of Ameri- 
ca, Inc., Washington. 


Fellman Appoints Master 


Martin Master, formerly with 
Ward Wheelock Co., Philadelphia, 
has been named media and re- 
search director of Leonard F. Fell- 
man & Associates, Philadelphia. 


‘Rigg Heads Henry Holt 

| Edgar T. Rigg, chairman of the 
| executive committee of Henry Holt 
|& Co., New York, book publisher, 
jhas been named president of the 


|company. Mr. Rigg previously was | 
a vice-president of Standard &| 


|Poor’s Corp., which he joined in 
| 1935. 


ger of Time and previously busi- 
|/ness manager of Reader’s Digest in 
the Middle East, has joined the ad- 
vertising department of Mead Sales 
Co., New York, paper maker. 


Graphic Arts Meeting Set 

The fifth annual New England 
conference for the graphic arts 
will be held at the Hotel Statler, 
Boston, March 21-22. 
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KFI-TV to Telecast 
Afternoons Only; 
Rate is Reduced 


Los ANGELES—On March 1, KFI- 
TV here will become an all-day- 
time station, the first in the West 
to present daytime programming 
on a regular schedule and the first 
TV station in the country to, op- 
* erate wholly in the daytime. 

KFI-TV has been on the air 
about three hours nightly, Wed- 
nesday through Sunday. On the 
daytime basis it will be on the 
air from 12 noon to 6 p.m., seven 
days a week. 

Monday through Friday will be 


THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1}inois 


mostly on a strip basis, with em- 
phasis on news, audience partici- 
pation, homemaking, public serv- 
/ice and simple musical programs. 
|More than 20 programs will be 
presented daily with emphasis on 
shows that require little or no 
camera rehearsal. Saturday and 
Sunday programming will be 
aimed at the family group. 

Coincident with the change, the 
hour base rate will be $150. This 
compares with the previous $400 
an hour rate for evening shows. 
One-minute spots will be priced 
at $20, compared with $75 pre- 
| viously. 


ain making the announcement, 
|W. B. Ryan, general manager, 
said: “Daytime programming and 
advertising revenue therefrom is 
going to be the backbone of tele- 
vision. as it has been in radio. 
Daytime operation provides us with 
| the opportunity that we have been 
seeking. 

“We will be able to program 
three times as many hours, utiliz- 
‘ing our present personnel, as we 


| duplication... 


with a CAPITAL BD" 


You get two, not one powerful selling 


medium when you buy WMC in the Memphis 


market. The station ““most people 


listen to most” in this two-billion-dollar 


market simultaneously duplicates its AM 


schedule on WMCF, a 50 kilowatt station with 
260,000 watts of effective radiated 


power. What a buy! 


NBCe5000 Wattse790 


50 KW Simultaneously Duplicating AM Schedule 
First TV Station in Memphis and the Mid-South 


National Representatives ¢ The Branham Company 
Owned and Operated by The Commercial Appeal 


or interesting commodities of 


Trend of Retail Prices in 


George Neustadt, New York, checks ail retail advertising 
of about 90 consumer commodities in nine cities to deter- 
mine price trends. By special arrangement with Mr. Neu- 
stadt, ADVERTISING AGE each month shows the trend in prices, 
as well as total advertising support, of the 10 most significant 


are the midpoint prices, meaning that half the advertising 
for each item featured a higher price than that shown, and 
half featured a lower price. The tabulation covers all adver- 
tising of each commodity in the measured cities—by all types 
of retail outlets and in all printed media. 


Average for the month of January 


Commodity 1940 1948 1949 
W&M silk or wool dresses $ 9.80 $ 17.76 $ 15.68 
, ST oe eee , . 134.00 239.00 240.00 
Men’s wool suits ........ 25.92 48.16 42.24 
Men’s overcoats ....... 25.74 44.40 48.04 
Men’s shirts ..... Reel 1.21 3.35 2.80 
aes ' 0.82 2.73 2.59 
Broadloom carpeting ............. 3.99 8.46 8.28 
Living room suites............................ 71.10 155.00 141.80 
Bedroom suites ..................... 80.80 169.60 168.00 
Se a ea 34.80 88.40 89.20 

Advertising Linage Comparison 
1948 1949 % 

Commodity Linage Linage Gor L 
W&M silk or wool dresses. 1,350,565 1,331,773 1% L 
Junior misses’ dresses.................._ 283,921 271,839 4% L 
IID... ccocereocettarrcescniaitteistenes 287,983 275,283 4% L 
*W&M untrimmed cloth coats... 548,317 724,525 32% G 
W&M fur coats..............................1,115,052 976,484 12% L 
W&M shoes .............. 646,861 580,305 10% L 
*Men’s wool s Jits.. 468,374 679,737 45% G 
Men’s shirts ...................... 172,681 211,402 22% G 
Bedroom suites . 354,950 421,254 19% G 
eS eae ; 415,076 251,449 40% L 


Television sets: 601,834 lines in January; 967,883 in December, 
and 72,883 in January a year ago. 


January 


the month. Prices shown here 
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Helene Curtis Sets 
Biggest Ad Budget 
‘for Consumer Items 


Cuicaco—Helene Curtis Inc us- 
| tries, Inc., will use its largest .q- 
| vertising and promotion budge: ty 
date, more than $500,000, to p ish 
consumer sales this year of Su ive 
greaseless “hair cosmetic” ing 
Creme shampoo. 

Major portion of the funds yj 
go for magazine and newspéper 
space, with the schedule still in- 
complete. In general, the camps ign 
will follow the successful patter 
set last year when the compeny 
long a major supplier of profes. 


sional beauticians, invaded the 
consumer market with the ‘wo 
products. 


On the °49 magazine list, with 
others to be added later, are Good 
Housekeeping, Ideal Women’ 
Group, Ladies’ Home Journal, Mc- 
Call’s, Modern Screen, Photoplay 
True Confessions, True Story and 
Woman’s Home Companion. The 
company also is adding a series of 
large-space ads in This Week Mag- 
azine. Half pages and single-col- 
umn ads will be employed, both 
in color and black and white. 

Helene Curtis is now using half- 
page space in several metropolitar 
newspapers and expects to expand 
this part of the new campaign t 
additional dailies. 

Copy for the Creme shampo 
will emphasize a new eight-ounc: 
package retailing at $1. 

Buchanan & Co. handles the ac- 
count. 


have been previously. Frem the 
very first we will have a com- 
modity that package-goods adver- 
tisers like soap and cereals can 
buy at a low cost per thousand 


Retains Hoag & Provandie 


Hoag & Provandie, Boston, has 
been retained to handle all the 
advertising of Salt Water Sports- 
man, Inc., publisher of Salt Water 
Sportsman. 


and without waste. 


Nichols Appoints Sullivan 


Daniel F. Sullivan Co., Boston, 
has been named to direct the ad- 
vertising of R. C. Nichols Corp. 
Yarmouth, Me., manufacturer o/ 
hunting and fishing equipment. 


“Most important of all, we now 
have a chance to get into the black 
this year—an opportunity that 
most TV stations operating short 
hours will not have even if they 
are 100% sold out.” Expansion in 
both directions, morning and eve- 
ning, is anticipated as advertisers 
purchase the afternoon program- 
ming. 


‘Glamour’ Boosts Robinson 


Donald E. Robinson, eastern ad- 
vertising manager, has been ap- 
pointed advertising manager of 
Glamour, New York. He has been 
with the publication for the past 
ten years. 


540 N. MICHIGAN AVE. © 185 N. WABASH AVE. 


Which one 


meets your 
Sereening test? 
Nica 


If you’re interested in bells— 

cash register bells—it’s the one at 

the right. Her husband makes an income 
among the highest for all big 
magazines. Together they spend it 

on their big interest: home and 

family. Better Homes & Gardens guides 
over 3,000,000 such husbands and 
wives in their buying. Is your 

story there when they’re looking 

for ideas and information? 


America’s First Service Magazine 


beller Homes 


CIRCULATIO, 7 oveR 3.000.000 


presen 
tory f 
culate 
the tr 
opposi 
Nation 
is gen 
tary fa 
is seri 
trade, 
it is ur 
Louisi 


Luci 
just ab 
for the 
ogne, 
this fa 
directo 
ing co 
salon <¢ 
uncove 
used, 
packag 

The 
both F 
produc 
duced 
salon \ 
June. | 
long | 
It will 
F. Bra 
zines a 


Whic 
full-col 
the sar 
and tw 
study b 
dicates 
column 
vantage 


Amus 
iness p 
“Star*C 


| 


. = iy é - sit ; ; ee iat, te e " a a ert bs or ee ae ne Bead - : ; < cap i ae Sete 4 aut ae ; af : es % 5s ed 3a. . ak 
ca ‘ 60 ee © 40 ve 
: sole | q 
% 
a : es 

in son 
por arom 
=. QW vv be at 
es year a 
ee repres 
ap | city ¢ 
met | had al 
ac” | ume i 
vile | po te 
a | You 
an among 
| in just 
oe Se TT NTE | 
eg Bee ay Vi ii Sarma | 
ae ING —— es 
| TN | 
IC nnpRESSING MIMEOGRAPHING | 
6 | 
eg: *Linage at all-time high for January. 
eeeeerercrrrrCi 
r. P| es 

de ; : : ZX Yo Vs 
ae ™ ‘ <- e @ © BO Fe) 
ur v 7 FZ, D 
# J \JA Sy age 
Peay \ 
tis L/ < > | 
aes , | 
s os 4 — y | j 

Per Q\ ¥ gal ——— PHOTO FOR ADVERTISING . 
T NY) . 
| C) ey, D9) 
as ; \ Re YW 410 N. MICHIGAN AVE. © 111 E. DELAWARE ST. 
¥ — , Mig. > + = 
- | = Dibra Monte — 
a \ 
mes ) em ( 
ides ty) \ fi 
ie o ; ‘ 3 
a ee / \ uy \) 
; = . | Ma ! ) . td YS 
| tad | NO ener 
- | gai 
ea ; | own Ont 
ve a | ing | 
ie ay. 
a sin aed spar! 
i! ‘wae. < 1 Pl 
: CUD ont 
ple = | eee, i see mark 
a | 
" WMCT a 
} es — 
rece rh 1a ea ee ey Ze e: seal ie oa be at 2 : es che. aie tse asap as ee ett re: i . : st “ei ae 8 i eet ay i ape ay ee ae ae as 4 ee ite: on sh pie bees: oe rie ay ee es es af we : eee ta « ee 


iS 


Inc is. 
Pst ad- 
dge to 
O Pp ish 

Si ive 
"and 


ds vill 
Spe per 
till in. 
Mpée ign 
pati ern 
mpeny 
profes. 
2d _—stthe 
le ‘wo 


t, with 
e Good 
Men's 
al, Mc- 
jtoplay 
ry and 
n. The 
Pries of 
k Mag- 
sle-col- 
1, both 
ite. 

g half- 
politar 
expand 
nign t 


Lam por 
Ounce 


the ac- 


Jespite economic uncertainty 
in some quarters, there’s evidence 
al eady that 1949 may prove to 
be at least as good an advertising 
year as 1948. A leading newspaper 
representative firm, handling large 
city dailies from coast to coast, 
had almost 20% more dollar vol- 
ume in January than in January, 
1948. 


You can look for foul weather 
among the fair traders. The liquor 
industry is preparing a_ strong 
presentation on behalf of manda- 
tory fair trade laws, to be cir- 
culated among legislators and in 
the trade. Some of the heaviest 
opposition may come from the 
National Fair Trade Council, which 
is generally committed to volun- 
tary fair trade. The liquor business 
is seriously concerned about fair 
trade, particularly in states where 
it is under vigorous attack, notably 
Louisiana. 


Lucien Lelong, Inc., Chicago, has 
just about everything but the name 
for the new line of perfume, col- 
ogne, etc., it plans to introduce 
this fall. Peter Fink, advertising 
director who is now in Paris help- 
ing complete the company’s new 
salon on the Place Vendome, has 
uncovered the new fragrance to be 
used, the right bottle, and the 
package. 

The name must be suitable in 
both French and English, and the 
product probably will be intro- 
duced first in Paris, where the 
salon will be formally opened in 
June. Introduction of the new Le- 
long line is set for September. 
It will be advertised, via Robert 
F. Branch, Inc., in fashion maga- 
zines and trade publications. 

gee 

Which is better—a quarter-page 
full-column ad in Life or SEP, or 
the same space half a page high 
and two columns wide? A special 
study by Daniel Starch & Staff in- 
dicates that the long, narrow, full- 
column shape had an over-all ad- 
vantage over the square ad of 29%. 


Amusement Center, Chicago bus- 
iness paper, lifts the curtain on 
“Star*Center,” a prefabricated 


structure designed to be the all- 
around amusement center of a 
community. Revealing few details, 
the publication’s March issue says 
that the project, “while still in 
the perspective stage,” is being 
offered first to theater owners. It 
would be “sold, equipped, sup- 
plied and serviced locally by es- 
tablished supply dealers through- 
out the country.” 


Revere Camera Co., which spent 
more than $1,500,000 last year to 
promote its new 8 mm. and 16 mm. 
projectors and cameras, has been 
auditioning television properties 
in Chicago, with the object of 
taking on a network video show. 
No decision has been made, how- 
ever, and final plans will not be 
announced for at least another 
month. 


Craig Davidson Rejoins 
Ball & Davidson Agency 


Craig Davidson, after a 15-year 
absence, has rejoined Ball & David- 
son, Denver agency which he 
founded. He will 
be in charge of 
the new Los An- 
geles branch of- 
fice and execu- 
tive vice-presi- 
dent of the com- 
pany. 

Mr. Davidson 
was formerly 
general manager 
of Raymond R. 
Morgan Co., 
Hollywood agen- 
cy. Before that 
he was a vice-president of Comp- 
ton Advertising, New York, where 
he launched the “Duz Does Every- 
thing” campaign for Procter & 
Gamble. Mr. Davidson is co-author 
of the book “How to Make Money 
Selling Meat,” in addition to 
writing articles for national pub- 
lications. 


C. Davidson 


Appoints Ronalds Agency 


Ronalds Advertising Agency, 
Montreal, has been named to han- 
dle the advertising of Industrial 
Acceptance Corp., Montreal. 


Denninger Joins Blair-TV 


Jack Denninger, formerly south- 
ern advertising manager of Sales 
Management, has joined the New 
York sales staff of Blair-TV, Inc. 


ag 


On us, three arms look good! 


TRIPLE-TREAT MAN! 


ing you the good word about three great new KQV shows: 
(15 Ace news reporter Bill Burns at 11:45 A.M., (2) The 
sparkling new audience show, “Sing For Your Supper” at 
| P.M. and (3) The popular Deems Taylor Concert at 10:30 
P.M. Any one of these daily shows will do a far-better-than- 
ordinary job of covering the rich Pittsburgh industrial 
market for you. Better write or call for details right now! 


kav 


Especially when we’re bring- 


PITTSBURGH'S’ AGGRESSIVE 


Reynolds Appoints Huston 


Gerard S. Huston, formerly as- 
sistant to the superintendent of 
agencies of Mutual Benefit Health 
& Accident Association, has been 
appointed an account executive of 
E. W. Reynolds & Co., Toronto. 


Erwin, Wasey Names Jordan 


Fred M. Jordan has been elected 
executive vice-president of Erwin, 
Wasey & Co. and has been named 
in charge of the agency’s Los An- 
geles operations. He had been with 
Buchanan & Co. for 16 years and 
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was vice-president in charge of its | opened his own agency Feb. 1 this 
Los Angeles office until his res-| year, but now has closed it with 
ignation late last year. Mr. Jordan | the acceptance of his new position. 


PORTFOLIOS * MOUNTING 
BINDERY CO., Inc. DIE-CUTTING * EASELING 
$UPerior #5105 _ PAPER and BOARD LINING) 


360 EAST GRAND AVE., CHICAGO 11, 
Write for FREE 


SERVICE 


folder 


‘Report No. 
“HOUSTON 


CONSUM 
PANEL 


Now ready is Report No. 1 of the 
Houston Chronicle’s continuing 
consumer panel study of the brand 
preferences in the Houston market 


The panel covers 31 commodities in- 
cluded in the following classifications: 


%* Foods 


% Household Cleansers 
% Alcoholic Beverages 


% Automobiles 


* Radios 


This Study Conducted by 


ALFRED POLITZ 
RESEARCH, Inc. 


. one of the most distinguished and 
highly respected research organizations 
and winner of the 1946 
and 1947 top awards of the American 
Marketing Association for “Leadership in 


in America, 


Science of Marketing.” 


* Refrigeration 


If you are concerned with selling Houstonians 
commodities included in the above classifica- 
tions, you'll want your copy of this report. Just 
contact any Branham Company office, or the 
the National Advertising Department of the 
Chronicle. 


x *k *& 


. . . In addition to the brand preferences 
revealed by the panel, the study has de- 
veloped also a complete breakdown of the 
characteristics of the families that make 
up the Houston market. 


The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS 


R. W. McCARTHY 
Advertising Director 


National Advertising Manager 


THE BRANHAM COMPANY 
National Representatives 


M. J. GIBBONS 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 36 CONSECUTIVE YEARS 
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Embassy Test Key 
to Sales Success, 
Hopewell Believes 


New Yorx—When P. Lorillard 
Co. kicked off national promo- 
tion for Embassy cigarets witha 
full-page in Life, it was the cul- 
mination of testing and trial mer- 
chandising which showed “initial 
acceptance beyond even our ex- 
pectations,” in the opinion of 
Frank Hopewell, Lorillard vice- 
president in charge of sales. 

“As far as we know, no other 
new cigaret brand ever incited 
such amazing early response,” 
Mr. Hopewell said. 

Embassy was introduced in 
Buffalo and Indianapolis in Octo- 
ber, 1947; it went to Cleveland in 
February, 1948; in April it was 
moved to Baltimore and Wash- 
ington. Last August it was quiet- 
ly moved into metropolitan New 
York, which Lorillard calls “the 
toughest cigaret market of them 
all.” 

On Feb. 1, the Lorillard sales 
force made contacts nationally 
with outlets, installed displays and 
prepared for the cigaret’s first big 
push. 


ws In the test cities, Embassy was 
moved in two weeks before any 
local advertising media were uti- 
lized. After the introductory fort- 
night, Lorillard (through Geyer, 


Newell & Ganger) used news- 
papers, radio announcements, car 
cards, window posters, etc. 


Besides the Life ads, newspaper | 


advertising, both black-and-white 
and color, is scheduled for news- 
papers of 50 cities. 

Embassy makes its claim of 
throat protection and the ability to 
be inhaled “to your heart’s con- 
tent.” The extra length is asserted 
to be a cooling factor; according to 
Lorillard, a normal-length cigaret 
delivers smoke into the mouth 
at 130°F. when three-quarters 
of an inch in length, while Em- 
bassy, under the same conditions, 
brings in smoke at 100° F. 


Bentley Joins ‘This Week’ 

W. Clemens Bentley, formerly 
vice-president of Morris F. Swaney, 
Inc., New York, has joined This 
Week Magazine, New York, in a 
promotion and public relations 
capacity. Mr. Bentley is a former 
advertising and public relations 
executive of North American Co. 
and National Association of Manu- 
facturers and for six years was a 
vice-president of Badger & Brown- 
ing & Hersey, Inc. 


Corning Glass Ups Loytty 

Olaf M. Loytty has been named 
assistant manager of the laboratory 
and pharmaceutical sales depart- 
ment of the technical products 
division of Corning Glass Works, 
Corning, N. Y. He was formerly a 
senior sales representative located 
in the department’s Chicago sales 
territory. 
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PHONE CE 6-0233 


Nielsen Figures on Top-Rated Shows 


Week of Janua 
All figures copyright 
EVENING, ONCE-A-WEEK, 
TOTAL AUDIENCE 


ry 16-22, 1949 

by A. C. Nielsen Co. 

15-60 MINUTE PROGRAMS 
AVERAGE AUDIENCE 


ur. Prev. Cur. Points| Cur. Prev. Cur. Points 
Rank Rank Program Rating Change | Rank Rank Program Rating Change 
1 1 Lux Radio Theater......36.0 +414] 1 1 Lax Radio Theater..... 28.0 +1.3 
2 3 Fibber McGee & Molly..29.4 +04) 2 4 Fibber MeGee & Molly. .24.0 0.0 
3 SD Ge Mixeeeaacne ci 28.6 —2.9| 3 3 Walter Winchell........ 23.6 +0.3 
4 4 Godfrey's Talent Scouts..28.0 +1.2] 4 Di ae Se eetad ss os 6 6% 21.3 —4.1 
5 6 Walter Winchell........26.4 +0.5) 5 5 My Friend Irma........ 21.1 —0.7 
6 5 My Friend Irma.......25.9 —1.1| 6 23 This is Your FBI......20.8 +44.7 
7 7 Amos ‘n’ Andy... 25.3 —1l1.1| 7 7 Godfrey’s Talent Seouts..20.4 +1.2 
x be 2 PCa 25.2 —0.2| 8 6 Mr. District Attorney...20.4 +1.1 
9. 30 = ©6This is Your FBI.......24.8 +5.6| 9% ss fer eee 19.8 0.0 
10 12 Mystery Theater........ 24.1 +1.0/ 10 Se ee ee nécows ae cee ae 
ll SE. Bee, Ma saheds «os e080 23.8 +0.7/ 11 19 FBI in Peace and War..19.2 +2.4 
12 11 Mr. District Attorney....23.6 +0.7) 12 15 Mystery Theater........ 18.9 +0.6 
13 26 FBI in Peace and War...23.3 +2.2/ 13 8 Amos ‘n’ Andy........ 18.7 —0.6 
14 20 Inner Sanctum......... 22.8 +1.8/ 14 24 The Fat Man..........18.5 +3.0 
15 Se Se Bl 6 6 ctacees 22.4 +3.7/) 15 9 People Are Funny.......18.3 —0.8 
16 33 Mr. and Mrs. North....22.4 +2.1/ 16 37 Big Story............-18.3 +3.7 
17 13 Duffy’s Tavern.........22.2 +0.2) 17 16 Duffy’s Tavern.........18.0 +1.8 
18 16 Adventures of Sam Spade.22.0 +0.4/ 18 ie, src cvesebeooa 17.7 0.0 
19 14 People Are Funny...... 21.4 —0.8/ 19 22 Crime Photographer.....17.3 —0.4 
20 OP , von «fe sence 21.4 —0.2| 20 i ee errr 16.9 1.0 
EVENING, 2 TO 5 A WEEK, 5-30 MINUTE PROGRAMS 
1 a” 0 PPP 19.8 +0.1| 1 se Serer. 15.7 —0.2 
2 BS M. bacvensbveds ss 17.0 +0.5} 2 7 Ce ecnvis tan adwss 14.6 +0.4 
3 — David Harding-Counterspy. 15.3 —| 3 —- David Harding-Counterspy.11.5 - 
DAYTIME, 2 TO 5 A WEEK, 15-30 MINUTE PROGRAMS 
1 1 When A Girl Marries. ..12.9 0.0 | l 1 When a Girl Marries..... 11.4 +0.2 
2 2 Young Widder Brown....12.4 —0.2) 2 2 Backstage Wife......... 11.3 —.5 
3 5 Right to Happiness..... 12.4 +03; 3 3 Young Widder Brown 11.2 +0.2 
4 3 Backstage Wife......... 12.3 —0.7| 4 5 Right to Happiness.....11.2 +0.3 
5 © Ge Src cacedecce 12.0 —0.2/ 5 4 Stella Dalles. ....ceseee 10.9 —0.2 
6 6 Pepper Young’s Family...12.0 —0.1| 6 7 pper Young’s Family...10.6 —0.1 
7 9 Arthur Godfrey (Ligg. & 7 6 Portia Faces Life...... 10.6 +0.2 
DE. ss¢eobdndesoee 12.0 +0.91 8 10 Ma Perkins (CBS)..... 10.5 +0.9 
8 7 Portia Faces Life....... 11.9 +02) 9 11 (vr Gal Sunday........ 10.2 +1.1 
9 10 Ma Perkins (CBS)..... 11.4 +0.7/ 10 0 er 98 +0.4 
10 11 Our Gal Sunday........ 11.4 +1.2/ 11 9 Arthur Godfrey (Ligg. & 
11  _~ arr 11.3 +0.6 rand sues ven ve% 9.7 +0.8 
12 8 Lorenzo Jones.......... 11.1 —0.2) 12 8 Lorenzo Jones.......... 97 —0.3 
13 19 Front Page Farrell..... 11.0 +1.2/ 13 19 Front Page Farrell...... 9.7 +1.2 
14 12 Just Plain Bill. ..... 10.9 +0.7| 14 15 Just Plain Bill......... 9.7 +1.1 
15 Se. fee 10.8 +41.4/ 15 i. ere 9.7 +1.4 
DAYTIME, SATURDAY OR SUNDAY, 5-60 MINUTES 
1 1 True Detective Mysteries..17.2 +0.8] 1 1 True Detective Mysteries.13.8 —0.3 
2 2 Quick as a Flash....... 14.8 —14] 2 3 Stars Over Hollywood...11.5 +1.3 
3 3 House of Mystery....... 14.5 +06) 3 6 Grand Central Station...11.8 +1.1 
4 6 Stars Over Hollywood....14.2 +18) 4 = 2 Poe 11.1 +0.4 
5 8 Grand Central Station...13.4 +1.2! 5 5 House of Mystery...... 10.9 +0.4 
Four Appoint Goldgar Gets Greeting Card Accounts 


Mike Goldgar Co., Boston, has 
been named to handle the adver- 
tising of American Toy & Novelty 
Corp., Beacon Musical Instrument 
Co., Beacon School of Instrumental 
Music and _ Beckwith’s, all in 
Boston. 


To Jasper, Lynch & Field 

Udall & Ballou, New York, jew- 
eler, has appointed Jasper, Lynch 
& Field, New York, to handle its 
advertising. 


Chilton Greeting Cards, Boston, 
and Hertel Art Co., Chicago, man- 
ufacturers of greeting cards, have 
named Bresnick & Solomont, Bos- 
ton, to direct their advertising. 
Magazines and newspapers will be 
used. 


NoNo Corp. Names Silton 


NoNo Corp., Boston manufac- 
turer of a new hand care prepara- 
tion, has placed its advertising with 


Silton Brothers, Boston. 


It’s that last second 
when the final “decision 
to buy” is made. Advertise 
at the point-of-sale. 


USE PRINTED 


»6COT ee ! 


8UD,> Er, 


For years, leaders in quality tape printing, Transparent 
Products has the “know-how” to handle your “scotch” 
tape needs. Multi-colored, miniature billboards designed 
to prompt buying impulses where the sale is made, will 
dramatically tell your sales story. 


If you are using printed “scotch” tape, check with us for 
quality printing, fast service and prices your advertising 
budget will like. If shelf-stripping is new to you, learn 
today how you can round out your advertising and mer- 
chandising program with this powerful sales stimulator. 


% FOREMOST CREATORS OF PRINTED “SCOTCH” TAPE 


TRANS PAR IN PRODUGYS GO, JNKc. 


«924. E. 24th STREET, NEW YORK 10, N. Y..MU 6-0090 ~ 
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Shows that Switched 
to CBS Remain High 


on Nielsen Rating 


Cuicaco—The increased listen, , 


‘ship of shows which switched | 


0 
CBS apparently is no accident. A 
comparison of A. C. Nielsen C 


s 
3; first check on the audience af oy 
) 


the network shift (AA, Feb. |; 
and the latest report, for the we >, 
of Jan. 16-22, shows remarka! |v 
little difference. 

As usual, CBS’ “Lux Theat: rv” 
is far ahead of the evening shovys 


and NBC’s “Fibber McGee 4 
Molly” (S. C. Johnson & So) 
landed in second positicn 


Lucky Strike’s Jack Benny, w 10 
moved to CBS, is still among the 
top three. 

And “Amos ’n’ Andy” (Lever 
Bros.), which moved from 17th 
to seventh place on the pre- 
vious report, held on to _ sey- 
enth position on the latest Niel- 
sen rating sheet. “Sam Spade” 
(Wildroot), which crashed the top 
20 for the first time this season 
on the first January score card, 


2|also continued with the elite on 


the current tabulation. 

Competing National Broadcast- 
ing Co. shows (Rexall’s Alice Faye- 
Phil Harris program and Ford's 
Fred Allen half hour), which 
slipped from the top 20 during 
the first week of January, were 
still out of sight on the current 
listing. 


@ In addition, “Truth or Conse- 
quences” (Procter & Gamble, 
NBC, Saturday night) and “Your 
Hit Parade” (Lucky Strike, NBC, 
also Saturday night) have also 
registered listener losses since the 
last report. “Truth” moved from 
ninth to 28th plaee and “Hit 
Parade” went from 18th to 24th 
position. 

It may be significant, however, 
that while Benny and the black- 
face pair continued near the top 
of the ladder, both showed slight 
decreases in listenership. 

Most interesting change in the 
status of the evening shows is the 
strong gain made by four who- 
dunits, which were  previousl) 
well below the first 20. “This Is 
Your FBI” (Equitable Life) went 
from 30th spot to 9th; “FBI in 
Peace & War” (Procter & Gam- 
ble) moved from 26th place to 
13th; “Fat Man” (Norwich Phar- 
macal) rose from 37th place to 
15th; and “Mr. & Mrs. North’ 
(Colgate-Palmolive-Peet) went 
from 33rd position to 16th. 

Daytimers showed almost no 
change in relative position from 
the last report. The “Lone Ranger’ 
(General Mills) continued to head 
the evening two to five times 
weekly programs, and the day- 
time weekend programs also (iis- 
played comparative stability. 

Nielsen data on total radio 
usage per home per day was 5.! 
hours—about 1% above the ast 
report, but 5% off from the iis- 
tening level for the same pe) iod 
a year ago. 


Writes on Radio Production 

“Handbook of Radio Prod ic- 
tion,” written by Erik Barnow, 
author of “Handbook of Raii0 
Writing,” is a new book on he 
elements of radio production. Ir 
Barnouw discusses micropho: és, 
control board, record player, so: n¢ 
devices, including the building ©! 
a studio, plus details of the j »bs 
of various members of a radio s' ‘ff 
The book, which may be had [0 
$4.50, has been published by Li’ !¢. 
Brown & Co., Boston. 


Melton Buys Haney Agency 

Melton Advertising Agency, I +!- 
las, has purchased Henry M. : 2- 
ney-Advertising, which has b & 
absorbed by Melton and has b © 
moved to the Liberty Bank bui ‘- 
ing, home of the Melton agen ) 
Operations will continue under  ‘¢ 
name of Melton Advertising Ag: '\- 
cy. 
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en r- WASHINGTON—The Federal Com- 
ad to nr uniecations Commission estimated 
nt. A # \.:t week that nearly a half billion 
Co.'s dollars has been invested or ear- 
afer § »arked for receiving equipment 
1 +) and television stations in the ex- 
week & icing 12 “downstairs” channels. 
cal ly Listeners had invested between 
$500,000,000 and $400,000,000 in 
atcr” BP the 1,000,000 television sets made 
hows 9 since the war, the commission 
e 6& B cimmary said. 

So) Construction costs of 124 sta- 
tion. & tions authorized by Jan. 1 amount- 
W0 ed to $30,300,000, and another $66,- 
E the 300,000 was pledged for 311 sta- 
tions in the “pending”’ file. 
eV er At the beginning of the year, 50 
17th & stations were on the air in 30 
pre- cities, FCC reported. Altogether 
Sev- stations are operating or under 
Niel- & construction in 71 cities, and ap- 
pace” & plications are pending for stations 

e top & in 94 other cities. 
eason The data presumably would be 
card, § taken into consideration in current 
te on commission conferences on the re- 
orienting of the television alloca- 
icast- tions plan. 
Faye- Engineers have suggested that 
‘ord’s fH} the entire television system move 
which § into a higher band before equip- 
uring ment investments are too heavy to 
were permit a change. 
irrent 
s Last week the Radio Manufac- 
turers Association proposed that 
‘onse- —& FCC work out a new allocation re- 
nble, & taining existing standards and fre- 
“Your — quencies in communities where 
NBC, @ stations are now operating or un- 
- also § der construction, and utilizing “‘up- 
*e the @ stairs” channels elsewhere. 
from Prompt acceptance of these pro- 
“Hit —posals would leave the way open 
| 24th for nationwide competitive ser- 
vice, without holding up set sales 
vever, Mand station construction in areas 
ylack- @ where television is already under 
ie top — way, RMA'said. 
slight FCC’s statistical recapitulation 
of television reported thut 76% 
n the § of the television applications have 
is the §come from licensees of AM or 
who- § FM stations. 
iousl) Of a total of 409 applications, 
his Is 128 (31.3%)—were from news- 
went [fpaper publishers; 16 from firms 
BI in @engaged only in broadcasting; 27 
Gam- § rom motion picture interests; 25 
ce to Mirom radio manufacturers; 25 
Phar- rom merchants; 18 miscellaneous 
ice to M/manufacturing; 17 real estate; 17 
Jorth” il production; 10 educational in- 
went §Stitutions; 76 miscellaneous. 
t_~ BSponsors Plan 
— Summer Layoffs 
tines Hor TV Shows 
1y- 
oO dis- (Continued from Page 1) 
ably can continue to see Bristol- 
radio §™Mvers’ “Break the Bank” (ABC) 
as 5.1 §@d Gulf Oil’s “We the People” 
e \ast 9‘ BS). Both are simulcasts which 
1e lise §'" previous years have not taken 
period @* acation in radio. 
\rthur Godfrey, however, who 
v cks simultaneously for AM and 
n T\ on CBS’s “Talent Scouts,” is 
rod ic- ected to take his usual short 
now, MS" imer vacation on a hiatus for 
Radio 2! sponsor. 
yh 
nt BRC A Adds 13 TV Stations 
so nd @° Kukla, Fran’ List 
ing 0! Kukla, Fran and Ollie,” spon- 
e ) dS Hs ed five days a week by RCA 
o st if Yl tor, has added 13 TV. stations 
ad for #0 ‘he 14 already airing the show. 
Li’ le. §. Walter Thompson Co. handles 
‘th telecast, which originates in 
C) icago. 
icy _ 
y,La-§!' 1 and ‘AA’ Name Ellis 
ohn Ellis, recently on the copy 
s b Dar i city desks of the Baltimore 
s b m4 vs-Post, has been appointed 
bu ‘-§< ‘ern editor of Industrial Mar- 
gen » ig and associate editor of Ap- 
der \€@: ‘istnc Ace. He will make his 
Agi \quarters in the New York of- 
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FASHION TIE-IN—House & Garden is 
offering free mats of this seal to trade 
associations, home furnishings manufac- 
turers and retailers for use in their own 
home furnishings promotions. 


Fitch to Promote 
Two Product Deals 
in Newspaper Series 


Des Mornes—Newspapers will 
add a top-ranking advertiser to 
their ranks next month when F. 
W. Fitch Co. launches a new cam- 
paign featuring two special deals 
for its Ideal hair tonic and Dan- 
druff Remover shampoo. 

The drive will inaugurate Fitch’s 
first extensive use of advertising 
in dailies. Up until 1948 it had 
concentrated, for many years, on 
radio, where it was a sponsor of 
major network shows. Network ra- 
dio doesn’t figure in the new cam- 
paign, to run from March 27 
through May 25, but Fitch plans to 
use 15-second and one-minute 
spots on 100 stations throughout 
the country. 

Fitch will be one of the Camp- 
bell-Mithun clients that will side- 
step the editorial-type advertis- 
ing employed successfully by the 
Minneapolis and Chicago agency 
for several of its clients. Straight 
consumer copy will mark the new 
ad series featuring the springtime 
hair tonic and shampoo deals. 


w One of the new deals will fea- 
ture an improved scalp massage 
brush (valued at 50¢) with a 75¢ 
bottle of Dandruff Remover sham- 
poo for 79¢, while the other will 
offer prospects a 50¢ bottle of 
Ideal hair tonic and the massager 
for a total of 69¢. 

During the two-month period, 
Fitch will use copy in 74 news- 
papers in major cities from coast 
to coast; spot radio on the 100 sta- 
tions, and color copy in Puck—the 
Comic Weekly and the Metropoli- 
tan Sunday Comics group. 

The campaign is the first major 
program undertaken by Fitch 
since it parted company late in 
1948 with L. W. Ramsey Co., 
Davenport, Ia., after a 15-year 
association, and appointed Camp- 
bell-Mithun. 


Circuit Court Upholds 
Aé&P Anti-Trust Ruling 


The U. S. circuit court of ap- 
peals, Chicago, on Thursday up- 
hela a district court’s 1946 con- 
viction of the Great Atlantic & 
Pacific Tea Co., 15 officials and 
nine subsidiaries of anti-trust 
charges and fining them $175,000 
(AA, Oct. 7, 46). 

Denying A&P’s appeal, the cir- 
cuit court held that the food chain 
used coercive and monopolistic 
practices, rather than force of its 
large purchasing power, to obtain 
price advantages. 


Burlington Names Kosting 

Ernest D. Kosting, formerly with 
Geyer, Newell & Ganger, New 
York, has been appointed adver- 
tising manager of Burlington Mills 
Corp., New York, reporting di- 
rectly to Kenneth Collins, vice- 
president in charge of advertis- 
ing and public relations. 

Prior to joining Geyer, Newell 
& Ganger, Mr. Kosting was associ- 
ate copy director of J. M. Mathes, 
Inc., New York. 


| 


New YorK—Dodge division of Chrysler Corp. broke advertising pic- 
| turing the new Coronet and Méadowbrook lines in 3,000 newspapers 
late last week. Also on the media schedule are eight national maga- 
zines, six farm papers, 9,000 24-sheet posters in 2,800 cities and towns, 
and radio spots on 300 stations and 265 markets. Ruthrauff & Ryan 


handles Dodge advertising. 


Paramount Consent Decree Would Split Company 


WASHINGTON—Paramount Pictures and the government’s anti-trust 
division have agreed to a consent decree (which the federal court may 
approve March 4) under which Paramount would be split into two 
companies. A production company would include the DuMont television 
stock and station properties; an exhibit company would include the 
Balaban & Katz theaters and WBKB, Chicago, but would have to divest 
itself of 400 to 650 of its 1,450 theaters. This would leave open the right 
for each company to operate television station networks. 


Revlon Names Magazines for ‘Touch of Genius’ 

New YorK—Revlon Products Corp. will launch a campaign for its 
new color, Touch of Genius, in April issues of Glamour, Harper’s Ba- 
zaar, Ladies’ Home Journal, Mademoiselle, Seventeen and Vogue and 
May issues of Charm, Cosmopolitan and the Fawcett and Macfadden 
groups. William H. Weintraub & Co. here is the agency. 


Prismatic Make-up Will Enter Eastern Markets 


HoLLywoop—Anatole Robbins, manufacturer of Prismatic make-up, 
will begin distributing his cosmetics on the East Coast within a month 
and launch a cooperative campaign with department stores through 
his newly appointed agency, Brisacher, Wheeler & Staff, Los Angeles. 


Two Newspapers Name National Ad Managers 


PHILADELPHIA—Harry Keller has been appointed national advertising 
manager of the Philadelphia Bulletin and Lyle Johnson has been named 
national ad manager of the Omaha World-Herald, succeeding Mr. Kel- 
ler. Mr. Keller takes the place of Arthur B. Layton, named manager of 


the Bulletin’s New York office. Mr. 


delphia Inquirer’s Chicago office. 


Johnson has been with the Phila- 


Milligan Succeeds Thomas at ‘Liberty’ 
New YorKk—Jack Milligan, formerly eastern advertising manager, 
has been appointed advertising manager of Liberty, succeeding J. Wil- 


liam Thomas, who resigned. 


Strike Shuts Down 
Portland Dailies, 
Employes Scatter 


PoRTLAND, OrE.—When mem- 
bers of the AFL Web Pressman’s 
Union, Local 17, walked off their 
jobs at the plant of the Oregon 
Journal and the Oregonian Feb. 18 
(for the second time), many of 
the 2,000 employes of the news- 
papers seattered around the town 
to fill “duration” jobs. 

The business and financial edi- 
tor joined the McCann-Erickson 
office, the market and produce ed- 
itor decided to cover his same 
beat for Associated Press and 
United Press; and several mem- 
bers of the news staff moved to 
the Short & Baum agency to assist 
in putting out a 24-page paper 
called the Advertiser for the in- 
terim. 

Until March 2, when the Ad- 
vertiser makes its debut, Port- 
land will be left with no daily ex- 
cept the Journal of Commerce. 
Walter B. Shade, publisher of 
Portland Shopping News, emphat- 
ically asserted: “We have no in- 
tention of becoming a newspaper 
even for the emergency, in spite 
of hundreds of requests that we 
do so.” 


Fitzmorris & Miller 
Form New Agency 


Charles C. Fitzmorris Jr., form- 
erly account executive with Sher- 
man & Marquette, Chicago, on the 
Quaker Oats Co. account, and 
Chester M. Miller, who worked 
with Mr. Fitzmorris on Quaker 
Oats advertising while at Sherman 
& Marquette, will open offices of 
their new agency on March 1. 

Clients of the new agency, to 
be known as Fitzmorris & Miller, 


include Omar bakeries, Omaha, 
and Peabody Coal Co., Chicago. 
Offices probably will be located at | 
6 N. Michigan Ave., Chicago. 


Donald Smith Joins Y&R | 


Donald M. Smith Jr., 
merchandising director of Look, 
New York, has joined the mer-| 


former | 


Brewers’ Bock Beer 
Promotion Includes 
Red Cross Benefit 


New YorK—The first joint pro- 
motion on bock beer in the history 
of the New York Brewers Board of 
Trade and New Jersey Brewers 
Association is about to be launched 
under the direction of Allied Syn- 
dicates, Inc., New York, public re- 
lations counsel for the two groups. 

Two themes, the 700th anniver- 
sary of bock beer and the first 
return of the brew on an industry- 
wide basis since the war, will be 
promoted by the individual brew- 
ers in their regular newspaper ads 
and selective announcements, car 
cards and point-of-sale display 
material. Among those supporting 
the campaign are Ballantine, 
Trommer, Ruppert, Schaeffer, 
Liebmann and others. 

The promotion will be climaxed 
by a bock festival at the 69th Reg- 
iment Armory on March 9 for the 
benefit of the Red Cross. 


Philco Won't Make 
45 rpm. Products 


PHILADELPHIA—John M. Otter, 
vice-president and general sales 
manager, Philco Corp., announced 
last week that Philco will not 
enter the 45 rpm. record or rec- 
ord player field. 

However, Philco will continue to 
produce 3344 and 78 rpm. equip- 
ment as “an integral part of Phil- 
co’s radio-phonograph lines in the 
future.” Mr. Otter said Philco’s 
long-playing phonographs intro- 
duced last summer have met with 
“tremendous” public acceptance. 

At the same time, he deplored 
the lack of standardization in the 
phonograph industry, adding that 
Philco has made every effort 
to bring about standardization 
among record manufacturers. 

“We are at a loss to understand 
why this standardization has not 
been accomplished, as the public 
and dealers will be thoroughly 
confused and inconvenienced by 


$1,000,000 Gas 
Industry Drive 
Starts on May 7 


New YorkK—A four-color spread 
in the May 7 issue of The Saturday 
Evening Post placed by American 
Gas Association will open the $1,- 
000,000 automatic gas water heater 
campaign to be carried on by the 
gas industry this year (AA, Oct. 
11, 1948). 

Additional pages in American 
Home, Better Homes & Gardens 
and House Beautiful will be in- 
cluded in AGA’s participation in 
the spring and fall “Court of 
Flame” campaign. In this drive 
the AGA, Gas Appliance Manu- 
facturers Association, gas utility 
companies, gas water heater man- 
ufacturers, distributors and deal- 
ers as well as LP gas operators, 
will all cooperate to promote gas 
water heaters in national maga- 
zines and newspapers. 

The AGA alone will spend $110,- 
000 on the heater campaign 
through its agency, McCann-Erick- 
son, New York. This amount is in 
addition to $600,000 to be spent 
in extending the coordinated auto- 
matic gas range campaign launched 
in 1948. 

Twenty-three water heater man- 
ufacturers will spend a minimum 
of $450,000 in national magazines 
and local advertising by gas utili- 
ties, distributors, dealers and LP- 
gas companies will bring the total 
expenditure to more than $1,000,- 
000. 

The GAMA has the sale of 
2,000,000 heaters as its goal. A 
total of $70,000 in prizes, including 
two Buick sedans, has been of- 
fered to sales personnel of gas 
utilities and dealers for national 
and regional sales leadership. 


Excess Profits Tax 
for New Agencies 
Will Be Reduced 


WASHINGTON—Advertising agen- 
cies created since 1939 are en- 
titled to special attention in com- 
puting wartime excess profits tax, 
the Treasury Department’s excess 
profits tax council determined last 
week. 

Taking the example of a hy- 
pothetical agency referred to as 
the “1 Corporation,” the council 
determined that invested capital 
has so little relation to earnings 
in the agency business, that the 
customary method of arriving at 
tax liabilities of new firms should 
not apply. 

“1 Corporation” grossed $4,000,- 
000 in 1942, and had net earnings 
of $200,000 on $50,000 of invest- 
ment, according to the council’s 
circular “E.P.C.37.” 

“Considering the facts in this 
case as a whole, it is the opinion 
of the council that the business 
of the “‘1 Corporation” is of a class 
in which capital is not an impor- 
tant income-producing factor,” the 
ruling said. 

Under the ruling, the corpora- 
tion is entitled to special attention 
—and a considerably lower tax. 


Toni Buys CBS-TV Spot 


Toni Co. division of Gillette 
Safety Razor Co. has bought ihe 
Thursday, 9-9:30 p. m., EST, period 
on the Columbia Television Net- 
work, starting in mid-May. No 
decision has been made on a pro- 
gram for the period. 


20th Century Names Smith 


Andy W. Smith Jr., general 
|sales manager of 20th Century-Fox 
Film Corp., New York, since May, 
1947, has been named a vice-presi- 


chandising department of Young | the introduction of another set of|dent. He joined the company in 


& Rubicam, New York. 


” 


standards,” he said. 


| 1942. 
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HMI Starts Lecture Course 

The House Magazine Institute, 
New York, will launch its new 
guest lecture course for 1949 on 
“Techniques in Producing Good 
Company Publications” on March 
1 at the National Arts Club, New 
York. Registration fee for mem- 
bers and their own company de- 
signees is $5. For non-members 
the fee is $15. 


To ‘Chicago Market Daily’ 

A. S. Andereck Jr., formerly 
special field representative at large 
for the National Retail Furniture 
Association, has joined the adver- 
tising staff of the Chicago Market 
Daily. 


Your — 
DIESEL 
PRODUCTS 


*its readers are now buying 
for the Diesel market. Directed 
to active purchasers. 


Edited ond Published by REX W. WADMAN 


2 west 45TH ST NEW YORK 19, N Y 


HOW IT ALL STARTED—Electric Auto-lite Co. presented its 1949 advertising pro- 
motion to dealers via a professional skit. The skit starts when Mrs. J. Bungle Lotmore 
complains about her lack of a mink coat and otherwise harasses husband, who de- 
cides to sue Auto-Lite to get “a little promotion, a little advertising, here in Chicka- 

saw 


Auto-Lite Mock 
Trial Pays Off 
Before Dealers 


Cuicaco—Does national adver- 
tising help at the local level? 

A decision in the affirmative was 
handed down here by Justus Same 
in the Square Deal Court of Auto- 
motive Relations in the case of J. 
Bungle Lotmore vs. The Electric 
Auto-Lite Co. 

The occasion was the annual 
Automotive Electrical Association 
convention at the Edgewater Beach 
Hotel attended by the central dis- 
tributor organization of Electric 
Auto-Lite. The advertising depart- 


“ 


ment of the company adopted a 
mock trial device to present its 
1949 advertising program. 

The advertising crive, built on 
a $3,000,000 budget, includes the 
CBS video and AM network “Sus- 
pense” mysteries, Auto-Lite’s 
“Look Alike” ads in The American 
Weekly, Collier’s, Look, Parade, 
‘Popular Mechanics, Popular Sci- 
ence Monthly and The Saturday 
Evening Post, ads in 16 newspaper 
roto sections, in eight farm pub- 
lications, more than 2,000 weekly 
newspapers and 32 trade publica- 
tions. 


e But what this almost lavish 
campaign means was a tough prob- 
lem to explain to dealers. Many 
of them, Auto-Lite knew from past 
experience, would consider it just 


another campaign on a national 


Total Ad Linage -1948* 


1. 
2. New York Times... ... 35,073,418 
2 THE MIAMI HERALD 34,585,459 
5. Detroit News... ... 
6. Milwaukee Journal. . . . 
7. Washington Star .... 
8. Philadelphia Inquirer . . 
9. 
10. 


Chicago Tribune... .. . 42,681,608 


Baltimore Sun... . . . . 34,504,909 
. . 34,402,949 
. 34,329,926 
. 33,085,982 
. 32,778,081 
. 32,598,237 
. 32,492,117 


Dallas Times-Herald . . 
New York News..... 


* MEDIA RECORDS 


@ The returns are in for 1948, and once again The Miami Herald 
shows far-reaching gains all along the line...Up to a record 3rd 

in the nation in total linage...Up with an average monthly gain ia 
circulation of 14,855 over the preceding year...Up to a Sunday 
circulation now well over the 220,000 mark. 


This sensational record shows; More customers 
than ever in the great year-round Miami 
market, -- Better results than ever with The 
Miami Herald, the paper read by more 
people on Florida’s Gold Coast than all 
other daily newspapers combined. 
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TRIAL GETS UNDER WAY—In the Square Deal Court of Automotive Relations, Wand 
Lotmore is sworn in to testify in two words (“lou...sy!’) on the state of her hu: 
band’s business. Actors shown are professionals. 


DOUBLE CHEESECAKE—Auto-Lite explains its ad campaign, then introduces these de- 
fense witnesses, the Look-Alike girls, showing they are attention getters in person as 
well as in the year-old Look-Alike ad drive. 


DEALER HELPS DEFENSE—L. L. Lally, Auto-Lite Des Moines distributor, one of two 
non-pro actors in the skit, testifies that Bungle Lotmore used signs sent him by the 
company to patch his roof and stored promotional material in the Lotmore basement. 


scale and not a bell-ringer locally. that Electric Auto-Lite, in spending 


So Auto-Lite’s executives tried the 
mock trial device. The skit, staged 
by professional actors with the 
exception of two automobile dis- 
tributors who played parts as 
witnesses, was based on a script 
prepared by Ruthrauff & Ryan, 
agency for Auto-Lite. 

Theme of the trial centered 
around the complaint by Lotmore 


$3,000,000 in advertising, failed to 
help him at the local dealer level 
Defense witnesses, including the 
recorded voice of Harlow Wilcox 
speaking for the company’s radio 
show, “Suspense,” each reported 
on some aspect of the Auto-Lite 
advertising program including na- 
tional magazine, newspaper, farm 
paper, highway sign and AAA map 


QUALITY REPRODUCTION IN... 


, COLOR 
PROCESS 


SEEING IS BELIEVING. Let us show you proofs of the 
finest process color plates produced regularly for the le a4: 
ing advertising agencies that have appeared in nati: no! 
publications. You are always assured of faithful re: ro 
duction by highly skilled craftsmen whenever you vs¢ 
FAITHORN. This is an important part of FAITHORN Cm: 
plete 3-in-1 Service—Ad-setting, Engraving and Prin ing 
—all under ONE roof. ONE contact and ONE order -° 


definite saving of your TIME, TROUBLE and Mo ey: 


Phone WHitehall 4-2300 
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co. crage in Chicasaw County. 

s The play did a better job of 
ge'‘ing across the advertising mes- 
Si than any device we have 
previously used,” H. D. Bissell, 
Auto-Lite advertising manager, 
declared. “We are considering 
putting it on film to obtain wider 
distribution through use at regional 
meetings.” 

Mr. Bissell pointed out that every 
year considerable effort is expend- 
ed in developing a novel method of 
presenting the advertising program 
lead to the AEA group. “Each year 
r hu: that becomes an increasingly dif- 
ficult task,” he added. “This year 
we hit the jack-pot.” 

Among the actors in the play 
were Jean Washburn, television 
actress; Art Van Harvey, who plays 
Vic on “Vic and Sade”; Andy 
Christian, Theatre Guild actor, and 
Duke Watson and Dick Dumas, 
movie actors. 

Byron Kieth, of the Chicago cast 
of “Mr. Roberts,” was stage man- 
ager and Fran Harris, R&R tele- 
vision director in Chicago, directed 

he show. 


en-B-Low Plans 
ie-in Campaign 
for Ice Cream Mix 


CoLumBus, O.—May issues of 
Family Circle, Ladies’ Home Jour- 
nal, Progressive Farmer, Woman’s 
Day and Woman’s Home Compan- 
ion will carry four-color pages 
boosting Ten-B-Low Co.’s_ ice 
cream concentrate, with a tie-in 
on fresh strawberries. 

Full pages in food trade pub- 
lications in April will plug for re- 
tailer cooperation in the company’s 
strawberry season promotion. The 
ads carry the head, “Biggest 
Strawberry Promotion in History,” 
and explain the method of selling 
the concentrate and strawberries. 

In addition, grocers will be of- 
fered store display suggestions, 
. tue four-color consumer ad reprints, 
y the mats, window streamers, display 
ment. banners, recipe “give-away” pads 
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Thomas Erwin Joins 
Abbott Kimball, Chicago 

Thomas Erwin, who for seven 
years was vice-president, account 
executive and director of copy for 
Lennen & Mitch- 
ell, New York, 
has been named 
vice-president, 
director and gen- 
eral manager of 
the Chicago of- 
fice of Abbott 
Kimball Co. 

Mr. Erwin 
started his adver- 
tising career at 
the age of 18 with 
J. Walter Thomp- 
son Co., Chicago. He also has been 
associated with Batten, Barton, 
Durstine & Osborn and with Er- 
win, Wasey & Co. 


Thomas Erwin 


Saas Appoints O’Connell 

S. J. O’Connell Jr., formerly in 
the Chicago office of Grant Ad- 
vertising, has been named a copy- 
writer and account executive of 
G. A. Saas & Co., Indianapolis 
agency. 
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g the |/ncorporates as Weaver, !nc. 
Vilcox Laurence A. Weaver, Atlanta, 
radio publishers’ representative, has 
sorted Mee” incorporated as Weaver, Inc., | 
5-Lite with offices in the Rhodes-Haverty 
O-LIl€ Bbuilding. Principals of the firm 


ig né- Bare Laurence A. Weaver and 

farm Laurence A. Weaver Jr. L. A. 
\ map @Weaver Jr. joined his father’s 
business following service in the 
Navy and before that was with 
J. M. Mathes, Inc. 


A 
Result 
| Story 


Recently the CALIFORNIA LABOR HERALD 
(ClO) ran a story about a new com- 
munity-sponsored medical center in Los 
Angeles. The first day the story ap- 
veared 76 readers came to the center 
clutching copies of the HERALD. 


repro For results put your story before 92,000 


~ 


¢ use readers of this important labor paper. 
m 

Prin ing Advertisers profit from the warm re- 
ler -0 sponse they get among 16,000,000 union 
Mo ey’ members who read the labor press ea- 


gerly for news about their bread and 
butter. No other media can equal this 
reception. 


To reach this $42 billion market consult 
TRADE UNION ADVERTISING 


Labor Press Representatives 
1133 Broadway, NY 10 WaAtkins 9-4290 
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| HAMBURG, 
DAISY HAMS, Lean 
rowts, Cut Ue ————: oe 
stew BEE i cl 
SLICED HAM TO BAKE 
dima 


Jot down a new and important measure of Worcester 
as a major food market, equal to its 24th” position in 
food sales among all markets of the nation and 3rdt 
position among metropolitan cities of 100,000 to 250,000 
population. 

In 1948 the Worcester Telegram-Gazette, which alone 
completely covers the Worcester Market, led all New 
England newspapers in retail grocery store linage.i In 
national food linage, New England-wise, only Boston 
showed a higher total than Worcester. 

These rankings tell the story, proven year in and 
year out, of Worcester’s eating habits and of the effective- 
ness of the Telegram-Gazette coverage. Daily circulation 
in excess of 140,000, Sunday over 100,000. 


*Copr. 1948, Sales Management Survey of Buying Power; 
further reproduction not licensed. 

tSales Management Nov. 10, 1948. 

tBased on figures from Media Records. 
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MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES. 
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double-spread articles on old California Missions 
brought this request from a great church leader 
in Chicago: — 

““The series of California Mission stories, illustratec 
by Dean Cornwell, has particular significance to ou) 
organization, which is named after the illustrious Fathe: 


Serra who founded these missions. We would like t: 
have two copies of each suitable for framing.” 


Always remember your A.B.C. .. . The Audit 
Bureau of Circulations is the foundation of America’s system 
of mass distribution through advertising. 


circulations are audited by the A.B.C.—the 
largest audited circulation offered by any 
magazine in the world . . . and at the lowest 


@ When the A.B.C. was organized in 1914, 
“multiple readership”’ and “secondary circu- 
lation’”’ were entrenched in the mental pro- 


And here is still another, from the Vice Presi 
dent of an armored express company: — 


“In your issue of November 14, 1948, appeared ar Ww FH 
cesses of many publishers and circulation cost, as shown below: See eer so Sg nee Foor dara ag pte _— — 

. ates os er color i u e ssio ( ; 
penne, lp — _——— _ PR fb. send copies of this warning to all our pi teen ag : = 
space buyers erent language to de- : , . 9,410,561 $2.36 : ; tes sein. 
scribe unsupported circulation claims. tite ena — * pasanee "ane But The American Weekly is not primarily S, pe 

* ey . Saturday Evening Post . 3.923.606 4.08 devoted to either religion or crime fighting Vhat 

Then A.B.C. curbed “creative imagma- Cille’s «5.55. 2,899,175 3.88 Each and every issue is edited for, and appeals ff ‘*, & 
tions, established verified value with audits of = foge . 2,912,689 4.12 to, the millions—9,410,561 A.B.C. circulation. J ater 
actual copies sold. On this businesslike basis, ' a lt alia ot Gt div; 
advertising flourished, but now—after a long Stick to your A.B.C. for quently © auanes cr- thor an « 
. She . culation, but look to editorial performance for ‘AN an adve 
generation —the soothsayers and palm readers ‘lain 6 nein endl ahaa. TH EK MERIC ike gl 
are “gue on the loose . . . Don’t forget your Sis Asndilenin Gieaide to ellied for the millions _Lreatet r itions 
A.B.C.! —with a range of subjects covering the 12 great in the World EEKLY ® At th 
In The American Weekly your advertising basic human interests, from love, sex, romance, , ne 
goes into 9,410,561 homes from coast to coast mystery, and tragedy, through science, education, ‘A Hearst Publication” bes 
—through 20 great Sunday newspapers whose history, health, and religion. A recent series of MAIN OFFICE: 63 VESEY STREET, NEW YORK " N.Y. (Cor 
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